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“All Wool 
and a 
Yard 


Wide.” 


This old expression is often applied to goods 
having sterling merit. 

It is certainly applicable to the Atlantic Coast 
Lists, which reach, weekly, more than one-sixth 
of the entire reading population of the United 
States outside of large cities. 

No other method can thoroughly secure the 
attention of these millions of readers. 
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The Cost ? 


If by the year, one-quarter of a cent-a line per 
paper per insertion. 

One order, one electrotype does the business. 

Catalogue for the asking. 
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ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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THE AIM OF REAL ESTATE AD- 
VERTISING. 


The advice of Moreau to the allied 
armies was to attack Napoleon where 
he was not. I am strongly tempted to 
advise the advertiser of real estate to 
attack the public where it is not, and 
then to qualify that statement; for I 
am as firm a believer in newspaper ad- 
vertising as any publisher could wish. 

There are a number of essential 
differences between the business of 
the ordinary advertiser and the dealer 
in real estate beyond the difference in 
the composition of their wares. In the 
first place, land is purchased for widely 
varying purposes, by different people, 
who consequently judge of its merits 
from divers standpoints. One wishing 
to establish a home will bear in mind 
the climate, scenery, sanitary condi- 
tions, etc. The speculator prefers 
territory easily placed upon the market; 
that is, accessible. ‘The manufacturer 
looks out for a good water and fuel 
supply, and good shipping facilities. 
With the farmer the fertility of the 
soil counts much, and renders valuable 
to him tracts that the lumberman or 
prospector would not accept as a gift. 
Probably most of the natural advan- 
tages involved in these various selec- 
tions are considered by about every 
class of purchaser, but no two will 
give the same relative importance to 
the different points. 

To construct an ad or series of ads 
that will thoroughly cover all these 
and a few dozen minor points would 
tax the skill of the most skillful 
ad writer, and its insertion the purse 
of the heaviest advertiser. And when 
it was all done the effect would doubt- 
less be confusing rather than convinc- 
ing. All manner of dishes are relished 
by different people, but not many peo- 
ple would care to sit down at a table 
covered with all known viands for a 
hasty noonday lunch. Most business 
men would at that time prefer not 


finding exactly what they want at all 


to culling it out of so much they don’t 
want. At a meal eaten leisurely it 
might be different. Then one can 
make his selection without haste, and 
may even feel a little interest in study- 
ing what others eat. 

The average business man reads 
newspaper announcements much as he 
eats his lunch, hurriedly. If there 
are too many points, if the ad is too 
large or confusing, he skips the whole 
of it. Magazine adsare more like the 
meal of leisure, but even here cannot 
exceed certain limits of verbosity. 

It is practically impossible for the 
real estate dealer to more than whet 
the appetite of the intended customer, 
in his advs., for more—for a full meal. 
Land buying is a business that merits 
more than a passing thought, and 
every man, however busy, wil! concede 
more to it—or else he won’t buy. 
He will take the full meal if you 
succeed in making him hungry for it 
in the hasty lunch. That is the ob- 
ject of the advertisement to be aimed 
at in advertising real estate. 

To continue the simile, let the 
newspaper ad be the lunch; compress 
the meal into a catalogue. But re- 
member that even a busy man’s lunch 
does not want to be too contracted. 
Condense a few of your best things in 
the proposed meal into the most at- 
tractive and digestible form, and use 
that at the lunch to advertise the 
meal. In other words, use newspaper 
space in advertising the catalogue. 
But there is, in my mind, no space 
more fully wasted than that occupied 
in advertising a catalogue exclusively. 
If you cannot within the limits of your 
advertisement succeed in interesting 
people in your catalogue through their 
interest in the subject treated, rather 
than in the cata'ogue itself, you had 
better not advertise at all. An inter- 
esting point or two concerning the 
land itself, not fully elaborated, but 
simply suggested, and an incidental 
hint of divers other interesting and 
valuable features—this for the land. 
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Then advertise the catalogue right 
royally in the same announcement, 
presenting briefly some of its attrac- 
tions and never allowing the reader to 
lose sight of the fact that it is a com- 
= biography of the land in which 
e is already interested. Then, and 
not till then, is he prepared to give 
your catalogue the leisurely exam na- 
tion you desire. And a_ complete 
hearing is a great deal. If that will 
not accomplish anything it is an in- 
dication that you either have not got 
the right kind of a catalogue, the right 
kind of land or the right kind of a 
man. WILDER GRAHAME. 
———_+o> —_—_ 


THE ““WANAMAKER STYLE.” 


When I said the other day that 
Gillam was Gillamizing Gotham I did 
not mean that assertion in so broad a 
sense as would now be true of it. The 
Wanamaker style has made more rapid 
progress in New York than even I 
anticipated it would, though 1 have 
long had perfect faith in its final 
adoption by the shrewd, discerning 
dry goods merchants of the various 
cities. Richards, the enterprising 
Twenty-third street dry goods mer- 
chant, who in three or four years 
has built a bon marche from a little 
glove and corset store, has come out 
in the Gillam-Powers style even more 
extensively than Hilton, Hughes & 
Co., using almost as much space as 
Wanamaker in Philadelphia. I think 
one may look for a break all along the 
line. I should not be surprised at 
any time to see B. Altman, Stern 
Bros. and R. H. Macy adopt the new 
style any time. Hearn has already 
come about as near to it as possible, 
without adopting it in toto. 

The Wanamaker style struck Bos- 
ton some months be‘ore it struck New 
York, and already one or more large 
dry goods houses have discarded every- 
thing except pica type and crisp sen- 
tences. One of them had an ad in 
PRINTERS’ INK the other day asking 
for a man who could write the Wana- 
maker style, which is another straw in 
the wind. 

I found Mr. Christian a sort of an 
oasis in a desert of advertising copy 
in all stages of construction, in all 
kinds of handwriting, on all kinds of 
peper, just as it had been brought in 

y the heads of departments and cast 
upon his desk. Isat and watched 
him for two hours. A man from the 





leather department brought in his ad 
and laid it down. Mr. Christian 
picked it up, glanced at it, looked up 
quickly through his glasses and asked: 
“‘What is there particularly interest- 
ing about that $12 harness?” ‘‘O, 
it’s a good harness, well made, well 
stitched, well finished.’’ “ But tell 
me something distinctive about it. 
What would a man who knew all 
about harnesses find interesting and 
unique about it? If he should go 
down there, walk through your de- 
partment and see that harness, what 
is there about it that would make him 
want to buy it?’’ 

The harness man looked perplexed 
and said two or three things that were 
evidently not what Mr. Christian 
wanted, for he ended the conversation 
by saying, pleasantly, but decisively: 
‘*T will go down and look the harness 
over myself, and see if | can’t find the 
something that will make it a seller.” 

Just then Mr. Christian’s chief 
assistant came in from the composing 
room with the proof of a three-column 
ad. Mr. Christian looked over it 
quickly, but with a careful eye to de- 
tails, made one or two small changes, 
and then said: ‘‘That’s all right. 
Go ahead.’’ And the quiet young man 
went away with the proof, while I 
asked Mr. Christian if they set up all 
their ads in their own office. 

‘* Yes, that’s what we have a com- 
posing room for.” ‘‘Do you send 
electros, stereoptypes, matrices or the 
proofs to the different newspapers?” 
“‘The proofs.’’ ‘*Do they always 
get it just as you want it from the 
proof?’’ ‘Exactly: They seldom, 
if ever, make a mistake. We get the 
ads up far ahead enough to give them 
an opportunity to submit us final proof 
before the ad goes into the _ = 

Just then Mr. Weber, the head of 
the millinery department, came in 
with a neatly written paper for his 
department. Mr. Weber is one of 
the big guns in the establishment, 
and knows a lot about advertising. 
Mr. Christian consulted the paper but 
a moment, and gave out Mr. Weber’s 
copy to be set practically just as it 
was, with here and there a touch of 
his own peculiar style. Herein lies 
much of the value of the system. 
The buyers, as I have been informed, 
take eager interest in the advertising. 
They are constantly studying their 
departments. Many of them go 
abroad on purchasing expeditions 











which fill them full of ideas and en- 
thusiasm, and they come back loaded 
to the muzzle with inspiration for 
selling goods. They work in the 
most cordial and hearty co-operation 
with Mr. Christian, thus insuring the 
strength that lies in unity of effort. 

A man from another department 
came in while I was there with an ad 
that he particularly asked Mr. Christian 
to work up for the next day, and which 
Mr. Christian immediately proceeded 
to do, from what seemed to me to ’be 
a motive of making the man feel that 
the advertising department existed for 
the purpose of helping him sell his 
goods just as often and as quickly as 
possible. There were half a dozen 
little conversations between Mr. Chris- 
tian and men from the different de- 
partments regarding when the certain 
special ads would appear, thus show- 
ing how closely he and they keep in 
couch, 

But Mr. Christian does not confine 
his efforts to sitting at a desk and in- 
terviewing and being interviewed. He 
goes out through the store to gather 
suggestions and inspirations for making 
the ads just as full of selling force, 
snap, vim and electricity as possible. 
His working force consists of fourteen 
people, of whom four are card writers, 
which is a branch of the advertising 
business which is receiving more and 
more attention every year, and which 
in Philadelphia has already attained 
a chief place in advertising art. The 
signs that appear in the windows and 
on the counters are just as dainty, at- 
tractive and clear-cut as they can 
possibly be. The usual style is a 
white card about two feet square, in 
the center of which appears wording 
something like this: 





Pure 

Chinese 
Silk 

Pajamas, 


$3.50! 


Of the balance of the staff two or 
three devote themselves to setting up 
the ads and correcting them, and 
others attend to checking the papers, 
paying bills, etc. This end of the 
business is run just the same as a well- 
regulated advertising agency. Every 
ad in every paper is carefully meas- 
ured. ‘‘We pay for just what we 
have, no more or no less,’’ said Mr. 
Christian. ‘‘ We measure it up our- 
selves, and if we find the papers have 
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not charged us for all we have had, we 
pay the bill according to our figures, 
and vice versa. We measure the 
whole space occupied.” 

Everything in the establishment 
works harmoniously, that when a sale 
in any department is advertised the 
utmost efforts are made to concentrate 
selling forces and selling facilities on 
that particular department. For a 
week they had an immense sale of un- 
derwear, and the whole store seemed 
converted into a great white goods 
emporium. The windows on every 
side were filled with muslin, and the 
second and third floors were entirely 
given up to these goods, not to speak 
of the aisles of the main floor. Half 
pages were used in the newspapers, 
and the prices were given in careful 
detail. All feminine Philadelphia 
went to the sale, I think. Everybody 
bought something, for the bargains in- 
variably are bargains. The buying is 
on an immense and sagacious scale, 
and the quantity of goods displayed is 
sufficient for all who come. 

The advertising managers of big 
stores in Boston, to my personal 
knowledge, have made trips to Phila- 
delphia at different times to study the 
style they believe to become a survival 
of the fittest—a belief present events 
seem to justify. ADDISON ARCHER. 


HOLDING THE HOME TRADE. 


Probably no one matter gives the 
merchants of small Western towns 
and cities so much uneasiness as the 
constant leakage of good cash trade 
which goes to the big department 
stores of Eastern cities. The mail 
order departments of these emporiums 
have their customers in every village 
and almost every township of the 
prairie States. Their mammoth cata- 
logues, and their advertisements in the 
widely-circulated family papers, are 
studied religiously, and hundreds of 
dollars, which would go far toward 
helping the local merchant in building 
up his business, are sent by post and 
express to purchase articles of every- 
day household necessity. In addition 
groceries are shipped in hundred pound 
lots by the car load to the settlers who 
can save a small percentage on the 
whole by getting the supplies in Chi- 
cago or St. Louis and paying cash in 
advance. 

This drain on local trade is esti- 
mated in some communities at 20 per 
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cent of the home business, and it is 
all secured through the lavish use of 
printers’ ink by the city firms. The 
local merchants complain volubly, and 
regret the loss of business, but few 
make an energetic effort to offset it or 
to fight their far-away competitors with 
direct and pertinent ammunition. 

The most effective effort in this line 
was the advertisement of a dealer in 
novelty goods in a small Kansas city. 
The week after the Youth's Companion 
premium list was issued, and before 
the hundreds of subscribers in the 
county had time to send on their 
money for tempting bargains offered, 
postage paid, he spread this announce- 
ment in the county papers : 


Save Time and Risk. 
T will duplicate every offer of 
articles for sale in the Youth's 
Companion premium list. Trade 
with your home dealer. 








‘The result was satisfactory. He 
filled over a hundred orders, and to 
nearly every customer sold something 
else from his own stock, making a 
considerable addition to his trade for 
the month. 

In this instance the novelty dealer 
made the Companion’s premium list an 
advertisement of his own stock, and 
while in many instances, of course, he 
did not carry the articles mentioned, 
he got credit in the county for being 
able to supply every call, either on de- 
mand or at a few days’ notice. 

The department and mail order 
houses send out their catalogues at 
regular intervals. Nearly every family 
in the more thickly settled portion of 
the West receives them. How easy it 
would be for the local merchant to 
send to each family a circular offering 
to fill every order mentioned in these 
catalogues, calling them by name. 
Such tactics would be to his benefit in 
more ways than one. He cannot hope 
to enumerate more than a minute 
fraction of the hundreds of catalogue 
specifications in any local paper. In 
most cases he is content indeed to de- 
clare that he has ‘‘ largest stock, low- 
est prices,’’ and attempt no more de- 
tailed information. Little wonder if 
he sees the ladies of the city wearing 
capes and dresses purchased by mail, 
or if the express office business is in- 
creased by the shipping in of goods. 

Under present conditions of rapid 
transit, widespread advertising and 
immense city emporiums the local 








merchant has more to contend with 
than his next door competitor. Both 
he and his neighbor depend on holding 
the local trade for their living, and 
doing it depends upon their ability to 
meet the inroads being made by the 
big city houses and their retail mail 
order.departments. C. M. HARGER. 





FINANCIAL INSTITUTIONS. 





The idea has often occurred to me 
that banks and other financial institu- 
tions could do most effective advertis- 
ing if they tried. Large as is the 
business of most of these concerns, it 
might be considerably augmented by 
inducing those who are too ignorant or 
too timid to enter the fold, to do so. 

One of the savings banks in New 
York has lately put out a sign stating 
that money laid up in a savings bank 
draws compound interest, while an- 
other card gives the rate of interest, 
and still another solicits deposits. 
These straws show which way the wind 
is blowing, and lead one to believe 
that the era of savings bank advertis- 
ing is not far distant. 

The press and the pulpit have aided 
the savings bank to a great extent, but 
the banks have not apparently seen the 
advisability of supplementing this aid 
by effective advertising hitherto. The 
necessity of ‘‘putting by for a rainy 
day ’’ has been inculcated on the pub- 
lic mind so often that ads of savings 
banks need concern themselves little 
with the abstract view of the subject, 
but confine themselves to illustrations 
of how even the smallest sums become 
of some account under the beneficent 
action of compound interest. 

Where the bank is centrally located 
newspaper ads are, of course, the best ; 
where it is local, a distribution of 
booklets in the parts where deposits 
are desired is the next best method. 

Life insurance is another subject 
that is wofully neglected from an ad- 
vertising point of view. The usual 
plan is to periodically publish a state- 
ment of assets and liabilities, with the 
names of the president and secretary. 
As if the public cared a fig about as- 
sets and liabilities so long as they 
coincided. Almost the same argu- 
ments that can be used in savings 
bank ads are available for ads of life 
insurance. Certainly there can be no 
better subject for ads than endowment 
life insurance. This form of insur- 
ance, giving one as it does a choice of 

















a certain sum payable at a specified 
time, or an annuity dating from that 
specified time, or a largely increased 
sum at death, can be made the nucleus 
of excellent ads. Here head writer can 
appeal to both a person’s loveof his fam- 
ily, orhis selfishness. Possibly the very 
best way to advertise insurance of this 
kind is by showing what it has done 
for another man. Recently an ad of 
this character from a New York insur- 
ance company appeared which im- 
pressed me as being very convincing. 

The general trend of argument that 
is available for life insurance can be 
pressed into service for fire insurance. 
I do not remember ever having seen 
any ads of a fire insurance company, 
save possibly a bare announcement of 
location. 

Building and loan association adver- 
tising has certainly been done much 
more effectively than that of the insti- 
tutions already mentioned. Practically 
the-same considerations induce a man 
to invest ina building and loan associa- 
tion that induce him to invest in en- 
dowment insurance, and hence the 
general style of argument should be 
identical. I think the most effective 
argument about these institutions has 
been that about the rent money pay- 
ing for the.house, and showing that in 
the one case a bundle of rent receipts 
is the only acquisition after years of 
rent paying, while in the other a house 
has been secured for the same money. 
‘Lhe argument is old, but it is good, 
and, like good wine, seems to impzove 
with age. G. T.. Cc. 

—_——~oo————" 


THOSE NEWSPAPER LAWS. 


Assistant Attorney-General John L. 
Thomas recently rendered an opinion 
in the case of a publisher, in Boston, 
wherein he said: ‘‘Where a party takes 
a paper out of the post-office, he will 
be liable for the subscription price of 
it, whether his time is out or not, or 
whether he subscribed for it or not.’’ 
In reference to this~ statement Mr. 


Thomas says : 

The question is presented whether that 
statement can be printed and distributed. 
There certainly can be no objection to circu- 
lating it in the proper way and for a proper 
purpose, for what it is and for what it pur- 
ports to be, but it cannot be circulated as an 
authoritative exposition of the postal laws, 
because that is not a postal law at all. In 
general terms that dictum ee be said to be 
the law, but I can readily see how it, and es- 

ially the last clause, may be misconstrued 
by the public. That is the law only where a 
publisher sends a paper to a non-subscriber 
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with the intent to charge for it. Then if the 

idressee receives it for any considerable 
length of time, he may be held liable, but 
then not by Federal but by State law. In- 
deed, the relation between a publisher and 
his patrons, so far as the liability of the latter 
for the subscription price of the publication 
is concerned, is contractual only and eac 
case at iast must depend on its own facts. 
Whether a contract exists must appear from 
the evidence. This contract may be implied 
or expressed. If a publisher sends his paper 
to a non-subscriber with the intention of 
charging for it, and the addressee takes it 
out of the post-office or from the carrier under 
such ci ances as to indi that he 
intends to pay for it, he might be liable. 
But it often happens that publishers, in order 
to introduce their Papers, send sample copiés 
to non-subscribers all over the country with 
no intention whatever of charging for the 
same, and this may be continued to the same 
parties for weeks and even months, and this 
practice is so general and so well understood 
that the receipt of such sample copies by the 
addressees could scarcely be held to create a 
liability to pay forthem, It can readil 
seen that, if publishers undertake to enforce 

yment in every such case, the addressees, 
in self-defense, would be forced to refuse to 
take szch sample copies out of the office, and 
the former would therefore be deprived of 
one easy method of advertising their publica- 
tions. Take another case. Suppose a copy 
of a paper is sent to a non-subscriber. e 
takes it out of the office, of course. Now, 
what shall he do with it when he finds he has 
received something he has not ordered? Is he 
required to replace it in the office or pay for 
it? Again, on the other hand, suppose a 
non-subscriber receives a paper for a time, 
and the publisher sends in a dun for the 

rice ; then it would be the plain duty of the 

ormer to refuse to take the paper out of the 
office or from the carrier, and in case he 
should not do this an implied contract to pay 
for the paper thereafter would arise, for he 
would have notice that the publisher intended 
to make a charge. The whole question re- 
solves itself into one of intention on the part 
of the publisher and addressee, and no 
general rule can be formulated that can be 
applicable to all cases alike. 

f make these observations because the 
above extract has been wrenched from its 
context, and given a meaning I never intend- 
ed it should have. It is‘almost impossible to 
state a general principle, which may in the 
abstract be sound in law, without misleading 
the yy at large, and the use that has been 
made of the sentence from my opinion, 
quoted above, admirabiy illustrates what I 
mean, for even in that same opinion I went 
on to say: “The relation between the pub- 
lisher of a ns pmo and a subscriber is 
contractual, and the same rules of law apply 
in that case as apply in other business trans- 


actions between man and man. 











—__+o+ 
WHAT ONE LITTLE AD DID. 


A little ad in a man’s brain grew ; 
An ad with facts told terse and new. 
The ad-smith approached a merchant sad, 
And sold to him that little ad. 
’T was printed in a prominent space. 
The way it “‘ caught on” was to him sur- 


prising, : 
For he “didn’t much believe in advertis- 
ing.” 
Now that merchant’s store is a busy place ; 
And smiles enwreath his once sad face ; 
And he keeps on advertising. 








THE KING’S PREFERENCE. 


Whether “nobility obliges,”’ both 
royalty and nobility consent to put 
their stamp and patronage, when se- 
ductively approached, upon the goods 
of prominent dealers. ‘‘ Dressmaker 
to the Queen,”’ or ‘‘ Starchmaker to 
Her Majesty,’’ or ‘‘ Hatmaker”’ or 
‘*Saddlemaker to the Prince of 
Wales,’ are the much-coveted legends 
—and there is no end of similar ones 
in England—that the merchants and 
manufacturers of the British Islands 
love to conjure with and exploit, to 
make their wares more acceptable to 
the customer of all classes. 

That a certain cocoa which you buy 
in London and the provincial towns is 
‘grateful and comforting,”’ is cer- 
tainly an excellent recommendation 
for it, but it is understood that, if it 
can be shown that this is the particu- 
lar brand drank at Windsor Castle 
and Sandringham, the power to say so 
is of much more worth than every- 
thing which can be proved as to the 
perfections of any other kind in the 
ordinary plebeian advertisement. 

One knows very well that the great 
folks can command not only luxuries, 
but also the best of the necessaries of 
life. We cannot have their palaces 
or their paraphernalia of show and 
state; but it is very human, and 
not objectionably snobbish, to drink 
their plainer beverages and do busi- 
ness with their tailors and outfitters 
when we know who they are. Be- 
sides a certain nameless and indescrib- 
able satisfaction in following their 
lead, there is the guarantee, which it 
implies, that you- thereby secure the 
best article of the kind for quality. 

The idea is peculiarly English and 
foreign, but it has some parallel or 
kindred imitations here. That well- 
known wine tonic, which the elevated 
road in New York has so diligently 
dinned into our memory, comes from 
France, to be sure, but it is believed 
by the dealers in it that even. good 
Americans will be influenced by the 
fact (so laconically, autographically 
and pictorially set forth) that every 
great musician, singer and actor testi- 
fies that it has built them up and kept 
them up through their arduous pro- 
fessional work. 

No doubt this testimony does have 
effect, and no doubt the importer of 
the remedy and solace has, in another 
way than that which Emerson sug- 
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gested, ‘‘ hitched his wagon to a star’’ 
through this appeal—in fact, has 
hitched it to several ‘‘ stars.’’ 

If Paderewski comes here, or Patti, 
there is, at the command of either, 
any amount, respectively, of pianos or 
pomatum if they will only say the fit 
and flattering words that are expected. 
It is not likely they or their kindred 
would accept as a gift a poor article, 
and then extol it. So the public are 
reasonably sure that, if they take the 
hint these famous artists throw out, 
when they make their purchases, they 
will not go far astray. 

In any presidential campaign among 
us how the hats and handkerchiefs and 
other similar trinkets go which bear 
the hurrahed-for candidates’ names 
and portraits; and in this case, it 
must be said, they go often at quadru- 
pled profits without the eager cus- 
tomer’s demurring at the price. But 
they must all be sold before the elec- 
tion is over. Here, however, the 
stamp has no specific permission, 
but as no presidential candidate in the 
amiable period of his candidacy would 
ever think of refusing so good a re- 
ciprocal advertisement, if asked, no 
request is ever brought to him—ex- 
cept it be the photographer’s who 
wishes to sell the portraits of either or 
both of the candidates. 

I noticed that Mr. Gladstone told 
some one, in a recent interview, of 
two current books that every one 
should read. It was an incidental re- 
mark, for the interviewer was not 
working in the interests of any book 
publishers ; but the advertisement for 
the books named was a better one than 
any paper or special agent could have 
placed. ‘Ihere is a hint here that 
might be made more of than has been 
attempted, if our presidents, ex-presi- 
dents and presidents expectant could 
be made to talk of such matters. Of 
books and literature they might, per- 
haps, while on clothes, food and fur- 
niture they would probably not so eas- 
ily be betrayed into a deliverance. 
JoEL BENTON. 





CHORUS OF RETIRED MERCHANTS. 


We don’t want to do any business 
But by jingo when we de 
We'll spend our money in printer’s ink 
And spend it freely too. 
C. Stan ALLEN. 





——__~+or 
Some advertisers have the local field en- 
tirely to themselves, but Dr. J. C. Ayer, of 


Lowell, has a formidable rival in his neigh- 
bor—Hood, 
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The Sun 


is bought by those 
who have time to read. 

To the prudent advertiser this 
means much when he 
considers the vast number of other 
publications that are 


purchased, glanced at only and 


then thrown away. 


The Sun 


New York. 
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Honesty is the Best Policy. See How a Lie is Nailed. 








This reproduction of “Famous’” Receipt for One Thousand Dollars 
iif 
GIVES THE LIE” 
To the following Circular recently sent out by the ‘‘ Westliche Post ’’ 





You no doubt received not long since a printed circular from the ‘* Anzeiger des 
Westens,” containing a garbled report of a certain transaction in which we were con- 
cerned. The truth of the matter is this: Not being satisfied with the amount. of 
advertising placed in the Sunpay “ Westiicue Post”’ by the ‘‘ Famous,” of this 
city, we proposed to demonstrate to them that we had such a circulation as would 
justify them in patronizing us more liberally. To this end we placed ourselves ready 
to prove, to their satisfaction, at any time, that we had a twice as large paip city Sun- 
day circulation as any other German paper had; and to bind the matter still more 
strongly, we offered to donate $1,000.00 in cash to any charity in case we could not 
prove our claims. The money was deposited in the hands of Mr. Shoenberg, President 
of the “ Famous.’’ As No GERMAN PAPER WOULD ACCEPT THE CHALLENGE, the money 
was withdrawn after the expiration of the time set. 


The Anzeiger des Westens is always ready and willing te prove by 
a comparative investigation of all books—not ofcash books only, which 
may be doctored—nor by affidavits, which some persons with an elastic 
conscience, and no sense of dishonor, make as easily as eating a good 
dinner, but by an investigation of everything, that its circulation is far 
greater than the circulatioa of any other German paper in St. Louis. 
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There are no blank cartridges among the 


It doesn’t pay to waste ammunition. 
... advertisements in... 


.-. Lhe 


Chicago Dispatch 


scores a bull’s-eye. 
RESULTS ALONE 








| COUNT. Experience 


D 9 | has proved that THE 
on DISPATCH has the 


best Chicago evening 





bt Every one goes right | | 
to the mark and | | 

; 

Q 


| | 
- if circulation—not the e i 
Fire |€| largest, though it Aim | 
holds second place | >| i 
in this particular— | | 
| but the most | Hh 
iH] | effective. | 7] Is i 
Its advertisements | 
are read and bring } 


The results. Why | All Hl 
| experiment when I 


THE DISPATCH 1 >| | 
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money ? 











The Chicago Dispatch, | 


By Joseph R. Dunlop. | 
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115-117 Fifth Avenue, - CHICAGO. | 
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..More Than Any Other... 


Convinced of the 


PHILADELPHIA 
ITEM’S 


Value For Advertising Purposes. 


EXCELS ANY OTHER MEDIUM. 


Letter From Journeymen’s Trunk and Bag Factory. 


Business Manager The Item: 

We desire to express our satisfaction at the results of our ‘‘ad’’ 
in THE ITEM. 

We commenced advertising in THE ITEM about three weeks ago, 
and it would take up a big space to tell what customers were brought 
by our advertisement, in which we put the words, ‘‘see us make 
them,’’ meaning that customers could see us making trunks and bags 
and see that they get the mght kind of material in what was purchased 
from us. Fully one-half of those who came asked to be shown through 
our factory, indicating that they had seen the ‘‘ad’’ in THE ITEM. 

We are convinced that our ‘‘ad”’ in THE ITEM caused us to sell 
more trunks and bags than any other medium we ever tried. 

JOURNEYMEN’S TRUNK FACTORY, 
226 North Ninth St., Philadelphia. 

P. S.—Inclosed please find $2.40 for our ‘‘ads” for this week. 











janaeeannanens 
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One Thousand Dollars 


The publishers of the St. Louis Curonicie have 
deposited a check for $1,000 with Mr. D. Craw- 
ford, a leading merchant of St. Louis, to be given 
to some charity designated by a committee of 
advertisers, if it cannot be proven that the daily 
circulation of the St. Louis Curonice is thou- 
sands in excess of that of any other afternoon 
paper published in St. Louis. 





St. Louis, Mo., May 22d, 1895. 

Received of THE St. Louis CHRONICLE certified check 
No. 5716 for $1,000, dated May 22d, 1895, payable to my 
order, to be given to some charity designated by a committee 
of advertisers if it cannot be proven that the daily circulation 
of THE St. Louis CHRONICLE is thousands in excess of that 
of any other afternoon paper published in St. Louis. 

D. CRAWFORD. 











The—_— 


St. Louis 
Chronicle 


Guarantees a Daily Circulation to Exceed 
100,000 Copies. 


** The longest pole gets the persimmon,’’ likewise the largest 
circulation reaches the most buyers. 





WM. T. BLAINE, E. T. PERRY, 
Advertising Manager, Manager Foreign Adv. Dept., 
ST. LOUIS, MO. 63 Tribune Bidg., 66 Hartford Bidg., 
NEW YORK. CHICAGO. 
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..- THE... 


NEW GLOBE 


Words of Praise From Our Friends 
Roundabout. 





The St. Paul Grose has been entirely reo apateed and put upon a sound 
basis. J, G. Pyle has become editor-in-chief, and it is now a pleasure to turn to 
its editorial page. Mr. Pyle is known all over the Northwest for his ability as a 
writer, being both brilliant and logical. The Gtose cannot help but forge to the 
front from this on until it comes to be recognized as one of the truly reliable and 
influential journals of the Northwest.—Lake Benton News. 


There is a snap, a vim and a completeness about the St. Paul GLose under its 
new management that it did not seem to possess before. The tone of its editorials 
is more elevated and positive, and it seems to deal less in froth and more in facts 
than heretofore. Take it all around, we believe it is a much better paper.—3en- 
son Times. 


The Gog is under its new management, and has for its editor-in-chief Mr. 
Pyle, who had been Mr. Wheelock’s assistant on the Pioneer Press. Mr. Pyle is 
one of the most forcible and clearest newspaper writers in the West, and one of 
the most scholarly men. The Grose under his management will "show in its 
editorial page a marvelous transformation to ability, consistency and honesty.— 
Alexandria Post-News. 


The new ay ap cages is pushing the St. Paul GLose to the very forefront of 
journalism. It is able, bright and newsy, and thoroughly metropolitan.— Weekly 
Valley Herald, Chaska. 





The globe has just absorbed the St. Paul Catt, adding 
several thousands of subscribers to its regular patrons. 


The Northwest is Prosperous, 
The Globe is Prosperous, and 
Our Advertisers are Prosperous. 









NEW YORK OFFICE: 
C. E. ELLIS, Manager. 





517 AND 518 TEMPLE COURT. 
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ONE WAY TO SKIN A CAT. 
Editor of Printers’ Inx: 

From time to time I have noticed — 
ments in Printers’ Ink in favor of straight- 
forward, hit-the-nail-on-the-head announce- 
ments. This kind of advertising may be all 
very well if you have a sealskin coat to sell 
for five dollars, but, if you haven’t some re- 
markable bargain to offer, practical experi- 
ments will soon prove to you that an interest- 
ing introduction, or some other mode of 
beating around the bush, will have to be re- 
sorted to in order to make your advertising 


ay. 
. 4 the rejected lover remarked, “It 
wasn’t so much what she said, but the nasty 
way she said it.”” So it is with advertising; 
a plain, unattractive truth should be sugar 
coated in order to make the would-be cus- 
tomer swallow it. I have in mind a“ want” 
advertising incid The ager of agen- 
cies of an industrial investment company, 
for whom I do the advertisement writing, 
wanted to add two hundred agents to his 
staff. He wrote an orthodox “ Agents 
Wanted ” ad, ran it in all the papers every 
day for two weeks—result, a very few un- 
desirable applications. 

In despair, he gave up, and the whole 
thing was shifted over to me. I went to 
work and inserted the first ad. The appli- 
cants nearly swamped the office. The ad 
read as follows : 


Oe WANTED—15 percent anda 
commission on new business. 











Then we followed with these ads, runnin 
them in al! the papers twice a week, an 
never printing the same copy more than 
once: 


E CAN’T PROMISE you a fortune, but 
we can give you permanent, profit- 
able employment. 
Qua WANTED—Good thing; you 
© get a commission for seven years on 
every order you take. 
HERE ARE OTHERS—But we are Bs ng 
for big money. If you are a solicitor, 
call and examine a good thing. 


The ads did the work. The manager of 

encies would have still been — his 
plain-truth ad in the want columns of the 
papers. I, too, told the truth in every ad I 
wrote, but there was just enough red paint 
mixed in to draw the crowd. In advertising 
it is just as well to remember that there are 
“ more ways than one to skin a cat.” 

W. CHANDLER STEWART. 

















THOSE CHURCH PAPERS. 


Office of 
AssociaTep CHuRCH Pus.isHinc Co., 
g20 Fourteenth Street, N. W. 
Wasuincton, D. C., June 7, 1895. 
Editor of Printers’ Ink: 

The statement made by a Mr. Hungerford 
in the current issue of the “The Little 
Schoolmaster,” under the heading.“ Is this 
church advertising honestly done?’’ that 
the Associated Church Papers of Washing- 
ton could not have a circulation of 20,000 
copies per issue because he has no knowl- 
edge of them, reminds me of a little story of 
a backwoodsman who contended that there 
could not be such a thing asa steam locomo- 
tive because he had never seen one. 

Mr. Hungerford says he is a regular at- 
tendant at church, but has never seen a copy 


of the paper. Now, we do not claim to sup- 
By all the churches in this city, but if Mr. 
ungerford should attend any one of the 
churches we do supply he would learn more 
about circulated pam in Washington than 
he now knows, and that there are other 
mediums besides the one which em- 
Ploys him. 
hile perhaps I do not control $50,000 
of advertising money, for fifty different 
firms, my reputation for honesty and ve- 
racity and knowledge of advertising mediums 
is equally as good as Mr. Hungerford’s. 

I inclose a detailed statement of our circu- 
lation, which can be verified to the satisfac- 
tion of any interested parties, by communi- 
cating with the local editor of each church, 
or the Capital Publishing Company, who 
do the printing. 

Trusting you will give this statement as 
much publicity as was given to the letter of 
Mr. Hungerford, I am, 

Very truly yours, 
T. Pimvy Moran, 
Business Manager. 


Our Work (First Congregationalist 


Cham Doce ceccccccsccecnscesesoss 1,500 
Mt. Pleasant Congregationalist....... 1,000 
North-East Congregationalist........ 1,000 
Plymouth Congregationalist.......... 1,000 
Vermont Avenue Christian Visitor.... 1,000 
Ninth Street Visitor.............+0+ + 1,000 
The Ambassador (Church of Our 

DORs ccc cvsccescseséccccescce 










All Souls’ Word and Work.. 
Cabvaty BARU. scvscscccccccoccéoce 
OS ere 
Metropolitan Methodist........... 
Mt. Vernon Methodist.. 
McKendrie Methodist... 
Ryland Methodist..... 
Epworth News........ 
Epworth League Bulletin 
St. Paul?s Lutheran..... 
Luther Place Budget 
Assembly News... 
Loudoun Methodist... 





19,300 
ADVERTISING VALUE OF BOOK RE- 
VIEWS. 


New York, June 12, 1895. 
Editor of Printers’ Ink: 

Many of your correspondents bewail the 
fact that publishers of books do not adver- 
tise their wares with more discrimination, 
confining their ements to merely the 
name of the book, its author and its price, 
and yong an extract or two from reviews, 
which have already ee in regard to it. 

It seems to me a complaint without adequate 
foundation, when we consider, in connection 
with it, the fact that books get the ve 
largest quantity of free advertising that it is 
— to obtain for any article. When 

mith invents a new blacking, or Brown gets 
out a new decoction to make men’s noses 
bloom like the roses, the fact is not chronicled 
with definite details in fifty literary jour- 
nals, and twice as many semi-literary jour- 
nals, as it is when Stylus, the author, gets 
out his new book. And whatever the 
character of review of the work, whether it 
says the publication is moral or immoral, 
good or bad, it is certain always to appeal to 
some readers. Take the case of Du Maurier’s 
“ Trilby ” as an example in point. Whether 
the work is moral or immoral, I do not pre- 
tend to inquire, but I do state that the alle- 
gation that it is immoral, and not strictly 
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suitable for the ubiquitous young pam, 
the hase o! 


Py A 





has probably P a con- 
siderable number of copies. Not necessarily 
because we are looking for immoral books, 
but b the stat ts and counter 
statements appearing in the public prints 
have confused many, and induced them to 
urchase the book, and ine its app 
y mysterious character without the aid of a 
cicerone. Imagine Harper & Bros., the 
publishers of the work in question, giving a 
synopsis of its contents in an advertisement, 
stating among other things that it throws a 
glamour over the loss of “the virtue that 
plays the title role,”’ or even stating that the 
morality or immorality of the work is in 
question, or is its strongest feature. And 
yet this was what sold the book! 

The large notice devoted in the reviews to 
the new publications, and the large number 
of reviews, daily, weekly and monthly,would 
make more than a bare announcement on the 
publisher's part superfluous. A work deal- 
ing with literature, or which is literature it- 
self, comes to the notice of the constituency 
for which it is intended, by the notices in the 
literary journals ; one dealing with politics 
gets its meed of review from the newspapers; 
one dealing with matters that concern the 
physical well being of men, is reviewed and 
criticised in the hygienic journals ; and in this 
way each publication is brought to the notice 
of the constituency for which it is written. 
Each book thus gets hundreds of free reading 
notices, to Pty which at even half the 
regular rates would bankrupt the ordinary 
publisher. This philosophical individual 
therefore simply announces publications and 
prices, and depends on the reviews. At the 
same time the reading public is so large, and 
the number of subjects in which it is inter- 
ested so extensive, that I have no doubt even 
the title of a new publication, if it expressed 
the character of the book, without any com- 
ment, would appeal to its own peculiar 
constituency. G. T. C. 











CANON LAW. 

The advertiser must, within certain limits, 
be permitted to make his statements in his 
own way. He is the best judge of the par- 
ticular formulas which he must use in order 
to secure the attention which he seeks. 
Usually the preparation of these statements 
is a matter of heavy cost, and is the result of 
a great deal of native adroitness and close 
observation on the part of those to whom 
such work is intrusted. Those who are 
expending such vast sums have the right, 
and justly insist upon it, of being allowed to 
address the public in their own way, and 
they are thus enabled to make statements 
which newspaper publishers would not feel 
at liberty to make. hey may use com- 
paratives and superlatives which no one but 
themselves would be justified in employing ; 
in fact, they must of necessity be untram- 
meled, except that they may violate no rule 
of propriety and infringe no canon of good 
taste.— The Churchman. 





MISPLACED METAPHORS, 


Editor—Did you see the complimentary 
notice I gave you yesterday? 

Grocer—Yes, and I don’t want another. 
The man who says I’ve got plenty of sand, 
that the milk I sell is of the first water, that 
there are no flies on my sugar, and that my 
butter is the strongest in the market, may 
mean well, but he is not the man I want to 
flatter me a second time.—Boston Beacon. 
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FADS AND FASHIONS. 


A well-known St. Louis jobber has the 
following pertinent arguments credited to him 
in an exchange : 

“Printer’s ink has con been a factor 
in developing the business of the present day. 
The wondertul results that are attributed to 
advertising are a standing and living evidence 
of the genius of the intelligent advertiser. 
The phenomenal growth of the department 
store, the accumulations of the successful 
chemist and patent medicine maker, the 
wealth pouring into the laps of the large 
advertisers of the country, all bear out the 
claims of those who make a business of adver- 
tising and who give it their undivided time, 
talent and study. It is but natural that what 
is known and seen to be a success in any one 
line should be imitated as far as pocstbie by 
other lines. The success of the great daily 
has given rise to the trade paper and we fre- 
quently find in its advertisements an imita- 
tion of the ads that we see in our dailies. 

“* There are fads and fashions in advertising 
as well as in everything else. The fad passes 
with the day, but genius always finds a 
method of gaining not only popular attention, 
but popular favor. There was atime when 
it was fashionable to write ads with a view of 
concealing the ad as long as possible. Ad- 
vertisements read like news items, or like a 
romance until they wound up with an appeal 
of Hostetter’s Bitters, Hood’s Sarsaparilla, 
Helmbold’s Buchu or Mellin’s Baby Food. 

“The writer who could divert attention 
from his patent medicine the longest and 
whose ad would burst suddently on the minds 
of the readers with a refulgence of wit or 
humor was paid most forhis work. That line 
has been tolerably well abandoned. 

“The policy that now seems to prevail is 
an evident effort to catch the unwary. We 
see everywhere goods offered at fifty cents 
on the dollar. € see in every town stores 
and enterprises started for the sole purpose 
of benefiting the masses. Not an idea of 
selfishness, no desire for self-aggrandizement, 
no taste for wealth, for luxury, for ease, but 
everything directed in the one path of public 
spirit and general good. Strange to say, 
those philanthropists grow rich by selling 
goods at fifty cents on the dollar. With no 
evident desire to serve themselves, the 
become independent in a few years and still 
the game is kept up, the masses remain gul- 
lible and the effort of these establishments 
increases from year to year. This same 
system has been adopted by some for adver- 
tising in trade papers. 

ia hate, too, we have a number of philan- 
thropists who are in business simply and 
alone to serve the retail trade. They talk 
not alone to them, but at them. They use 
the devices that are commonly used to catch 
the ignorant masses; they proclaim week 
after week that they sell goods for less money 
than their competitors; that they are in 
business to serve the trade, and some are 
even bold enough to assert that they are in- 
dispensable to the welfare and prosperity of 
the retail dealer. This is also a fad destined 
to early decay and calculated to bring its 
authors a rich harvest of ridicule and con- 
tempt. We have an abiding faith in the good 
sense of the average merchant and we cannot 
make up our minds to believe that he will for 
any length of time pay any attention to 
literature that is intended as an insult to his 
intelligence.”” 

——— ++ 


Wet weather is a creat boon to the bill- 
poster, It “settles’’ all his bills promptly, 
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WE SHOULDN’T WONDER. 


Why should the people have the benefit 
only of the “quack announcements ’’? 
Doctors who are experts have told us that 
they might make thousands while they are 
only making hundreds if they could but let 

ple know of their skill in special lines— 
Bue they refrain, because no money can com- 
pensate them for the ostracism from the 
ranks of their fellow practitioners that 
would quickly ensue on using the recognized 
methoés of telling folk about the g —_ 
have to sell—newspaper advertising. hy 
shouldn’t Dr. X., who has successfully 
tackled a hard case, tell the newspaper 
readers about it? Goodness knows, he is 
mighty glad to have his gratified patients 
pass the word around the neighborhood an 
thus advertise him in a too feeble way. We 
think honest advertising would be no dis- 
credit, while it would hasten the reward that 
is due to faithful labor and skill, and that is 
bound to come some time—only, alas! how 
slowly! We shouldn’t wonder if some day 
we should be able to make yearly contracts 
with our friends, the doctors, for advertising 
space, without calling down upon them any- 
thing but praise from the medical societies, 
which would only seek to control the 
honesty, fairness and fair writing of the ad- 
vertising matter.— Providence (R. I.) News. 

+o —-- 
LOCAL ADVERTISING, 

The editor can always write more cheer- 
fully of the business interests of a town when 
his columns are liberally filled with the ad- 
vertisements of the business houses. No 
editor can advocate the doctrine of buying 
from home merchants unless the home mer- 
chants show they are interested in catering 
to the home trade by advertising in the 
columns of the local newspaper. It is de- 
pressing to the editor to find business men 
patronizing every advertising fake that 
comes along, and at the same time the names 
of those business men are rarely, if ever, 
seen in the advertising columns of the local 
newspaper.—S/. Augustine (Fla.) News. 

VacanT store, sign—‘ To Let”; 
Tenant was sold out for debt, 
That's no cause for great surprise— 
Fellow didn’t advertise ! 


NOTES. 


Tue Kansas City World is publishing a 
complete course in shorthand in its columns. 

One of the features of the large Sunday 
newspaper ads of Shepard, Norwell & Co., of 
Boston, is an interesting fashion letter written 
by “ Jean Kincaid.” 

Tue front pages of all the Russian journals 
still appear with mourning borders. They 
will continue to do so for twelve months 
from the date of the late czar’s death.—Lon- 
don Tit-Bits. 

THe American Artisan, of Chicago, has 
published an quisitely printed booklet, 
three by four inches in size, called The Al- 
phabet. The reading matter on the pages is 
surrounded by r ines ; on each left-hand 
page is a short advertising sentiment, on 
each right-hand page a letter commending 
the paper as an advertising medium. The 
cover is of sateen, with over-lapping edges ; 
a strip of silk runs through the center, on 
which the words “From A to Z”’ appear. 
The booklet is unique in its daintiness. 


A stove dealer in Norwalk, Ohio, recently 
inserted an original ad in his paper. It con- 
sists of a story of how a man offered to crush 
a Majestic range if given a fair show. He 
started in to kick the feed door, then tried to 
break in the stove from the top, then en- 
deavored to demolish the flues, and was 
totally unsuccessful in all his efforts, sinking 
to the floor exhausted. He was partially re- 
stored with a bottle of liquid stove polish (ap- 
plied externally, it is to be presumed), and 
sneaked out of the back door without saying 
thank you. 


Tue Century Company has issued a new 
ae by Eugene Grasset for On re num- 
r of the Century Magazine. e subject 
is Napoleon in “Bypts just preceding the 
Battle of the Pyramids. apoleon is seated 
upon his white charger, which has rich bar- 
baric trappings of red and gold. The arm of 
the conqueror is extended, pointing to the 
Pyramids, as if uttering his ringing address, 
“Soldiers, forty centuries look down upor 
ou from the summit of the Pyramids.” 
‘ast him march the troops. The yellow 
glare of the desert, the dun-colored sky and 
the brilliant uniform of Napoleon make an 
unusual harmony of color. 






















we will make of it. 


the advantages we offer. 


[F are a large user of printing you cannot 
afford to waste time with incompetent printers. 
We want your particular work and we do not 
expect you to fuss with the details of its arrange- 
ment. Send us the copy and let us show you what 

Our art education and a life 
devoted to the careful study of good printing are 


West 23d Street, New York City: : 2:22: 


HE Lotus Press, 140 
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DEAD SURE. 
From Gabriel’s plan = Judgment day 
A lesson may 7 be ves 
Who blows his horn atch vim enough 
Can even wake the dead. 


——_+or- 

However successful the billposter is in 

oon he freq ly “goes to the 
wa ” 


——__+o+—_—_—_ 
Classified Advertisements. 


Advertisements under this head, twolines or more 
without display, 25 centsa line Must be 
anded in one week in advance. 
WANTS. 


G~ HOUSEKEEPING. Ads. 





Go HOUSEKEEPING. Ads. 
OR metal and electrotypes 
Ad J. CAWE, 41 Park kow, 


IRTH addresses Tr 1,000. All kinds Gie- 
pings. AM. CL. PENTEL BUREAU, Galena,Kas 
LIPPINGS and addresses furnished. P. 
FODREA, 110 E. Ninth St. Ninth St., Grand Island, Neb. 
I PS want advertising m matter distributed in 
estern Y. o} ns nailed up, write to 
J.E. STROYER CO., 383 ‘entral Ave., Rochester, 
New York. 
I INVITE you to ane for my A - if oe 
want printing and busi! 
WM. JOH IN, r Printers’ re’ Ink Press, 
10 Spruce St., New York. 


yi = a pate office. 
new and wu 
=o one with Universal” pres. 


sree geyshame. 


Small, but ev- 
to date. Pre- 
Address “ OHIO 


\ imist16 Fe PORTE — ee m half- 
mee foe ne illustrations for 4 
r %5. Send cash and good photos to 
gro a ENGRAVING CO., Columbus, U. 


7 OULD like an additional periodical, mage 
zine or daily, to yeprecss in 
the } Bg who would be w to give 1, 


Cc. B. OB DARLING. 79 Dearborn St., Chicago. 


NV AN who will push adverti: apvertitings and circulation 
* de; ments wishes to in 


han population re- 
ferred. Address fully, “ H.8. LT., ae Printers? nk. 


W HO wants me! Age 26 years, have been in 
the newspaper ama a “<—- (haw 9 

Have a large acquaintan 

and can get business. 

take ye? of fadvertising de of a paper 


conscientious ook would 
count. a 7) WARD. 2D; Room 4, 10 Spruce St., yon 
WNERS o 


adn of- 
fices or a. who wish to sell? or ox 
pm ee tH lants, should at once send full de- 
scription of accom} 

twenty-five mat to the NA 

EXC., Box 691, Des Moines, la., a have it insert- 
ed in next son Fain inted list, soon to be 

Small commission sd is made; apt none. 


owner and 








PRINTERS’ INK. 


W gt a ig fetchi Loge 

adve: f blac 

white. Ad Lo. PAREN 
PRESS, 1414 South Penn enn Square, 

Cs TS WANTED — — rexgwber ! 

‘ol 

and nev — items that are are exactly 

ERS’ INK’S ms dy th must be of 

fo All such items are 


i. A along a sample item, an 
li be on our mail list 


to fit 
and 
AND 





bette: 
Address all communications to "PRIN ERS’ INK, 


New York. 

Shey wi to interest the public. True it is - 
tl will pay for w pleases them bert. 

journalist, aware 


Froduces poor resul results, and that talen! deumever 
roper a is open 
ras 


—— 
ae an as oy a 
cnet ongag oe ew en’ weiee, or 
one one in tie a. decided on, ins 
ape ee d party 

business sense and abundant ready cap 

address 7 “THOROUGH,” care Printess 
WANTED AGENTS—Exclusive territo For 





ve Map ‘oC. .8.,and World re side. 
showing as muchin the wworsd, Hhowies 
3.80 con- 
ilers and 
publishers o Hepa Laghe ot world. Sei ls tcl Re- 
hers and agents, $ " 
pam for stamp, 


In — inst: 
ent. 
REGISTER, Tie Pine st St., St. Louis, Mo. 





will take 
‘Address CAI 


ter 
NEWSPA PER INS INSURANCE. 


THE YANK, Boston, “Mass., wards off business 
death. 60, 000 monthly. 


SPECIALTI LTIES. 


RINTERS and advertising 
our Fourth of oe, 

THE CONTINENTAL 

Providence, R. I. 


solicitors, send for 
ity. A fine thing. 
NTIN ed Co., publishers, 





PAPER. 
M. PLUMMER & CO. fernish the paper for 
this m zine. e invite co nd- 


ence with reliable lh. regardim rof al! 
kinds, 45 Beekman St., New Yor! _ — 


——+oo —— 
PRESSWORK. 
Tr you have a Jong run of prosswonts it will 


y you to consult us. agen press-room 
in the city. Best of work ost ——— 


prices. FERRIS BROS., 324-330 Pearl St., N. Y. 


+e 
ADDRESSES AND ADDRESSING. 


700 * 


rectory, issued mo: 
copies 4 %e. CHAS. "BUOHAN, 


ACTIVE agents’ names and addresses in 
query a of ~reay 8 Ey! Di- 


Price per rae Single 
HAN, Lis NY. 


ETTERS bought, sold, ren’ rented, 
L Valuable lines of tresh letter ezehan 
om if ig. ists Er NGWELL CO. 
etters a 
PANY, 112-114 Dearborn St., Chicago, Ils. 


> 


TO LET. 
y ANK, Boston. Space. 


G°g?, HOUSEKEEPING. Space. 
H. P. HUBBARD, Mgr., 38 Times Bldg., N.Y. 
ooD BOUSERESPING. Spa 
H. P. HUBBARD, Mgr., $8 Times Bidg., N.Y 
Wt have for rent, at 10 Spruce St, two co’ 
necting o1 one and one emall. 
ht of stairs and are well- 
pleasan about a in the — 
room a c : 
10x15. a Ly ‘9 ease’ call an 


h o 
talk about price, ete, Will be Bitted up'te anit. 
Address GEO. E P. ROWELL & CO. wave 


They are up only one 
Testa ki 8 
ing. Size of la 





PRINTERS’ 


MISCELLANEOUS. 
Go HOUSEKEEPING. Excellent. 


G OOD HOUSEKEEPING. Excellent. 


Nher Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.”’—Harper’s Week Veekly. 


‘{.HE Buckeye Chalk Plate Co., 52 Frankfort 
sara Clev ad Ohio, recoats plates less than 
cent 0: cost. Write for circular. 


————$_<+@e——_— 
ILLUSTRATORS AND ILLUSTRATIONS, 


Soup TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


SoLD TYPE talks inGOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


7OUR AD is worthless if no one sees it. A 
clever sketch attracts. Combine the been. 
10 striking sketches to fit your yt $5. R. L. 
WILLIAMS, |. & T. Bldg., Wash., D. C. 


i ee illustrations and initials for —_ 
= — oye neral printin 
r inch. cuts free. A RI 
AN ILLUSTR: TT G co, Newark, N.J. 
—_ > 
BOOKS. 


QO,» books bought and tand sold. Send stamp for 
Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, Mo. 


De SIGNALS, a manu gg of practical hints 
Fr general adve Price, by 
cents. Address PRINTERS’ INK, 10 Spruce St., 
New York. 
me FREAK IN FINANCE, ”a reply to 
Financial 1,” by J. F. 


to Cote’ s 
Schoo! — 


terri . Ordei 
Address FRED L. MARTIN, 
generalagent, Hotel Van Studdiford, St.Louis,Mo. 


A MERICAN NEWSPAPER pennerony nd 
é 1895 (issued J 


f ~*~ = 

n pe 

of #25 for evel cas 
where a puller ist get Cag eng circulation 
rating in accordance with facts shown by _his 
statement in detail if B. d dated, and $100 
reward e first_ person “> y‘--- any such 
rg to ‘have ~—— ——. Over 1,900 pages. 
Price, Five Dollars ; extra fo 3 f 
forwarded by mail. ‘Address GEC GEO. LL 

& CO., Publishers, No. 10 Spruce St., Mer Fork, 


SUPPLIES. 


’ AN BIBBER’S 
Printers’ Rollers. 
INC for etching. BRUCE & COOK, 19 Water 
4 St., New Yor! 
ILLHEADS—4 
$12.50. ELE 


ART esac Smee 


3 834,10M $10, 5M. 9}¢x8,10M 
me © PRESS, scion 


paenee for 
SEND, SE 22d St., 
Shee ~ PAPER ie ~ printéd printéd with ink manufact- 
yy the W. D. WILSON PRINTING INK 
co. » Lees, ‘4 Spruce St., New York. Special prices 
to cash bi uyers. 
| 0, 000 6Ib. Packet cicet Heads, aud, and 10,000 
50-Ib. . 2 gy elo 6%, = 
government : = wi prin’ 
for $20.00 t cash, f. o. 7% "Holyoke Send for 
samples. ranger uantit' mg oo, GRIF- 
Fit, axTE L 


— jbossers and 
Printers, Holyoke, M 
and i Wash and Ink Re- 


ears’ ng. 
'y wash filled-up 
An excellent roller wash and ink re- 
— No mae — Will save o, price in 
w type. It has no equal. — useful 
in n the job department. Sent to any address on 
qocetes of int bottles-#1. bottles 

50 cents. oe C. HOSMER, ited Cloud, Neb. 


INK, 


SPECIAL NOTICE. 


{Se oury ay me authoriiy to eottels 

qaventiotee 10 

and he dul *STAND- 

SRD PUBLI3HI 
Stan 
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notified of of the came. 
'G CO., Publi the 8 





A Y., April 26, 1895. 
~o 


PRINTERS, 


7 AN BIBBER’S 
Printers’ Rollers. 


HE Ane ayy PRESS, 140 W. 23d St. (See ad on 


JRINTERS—We make t cases, stands and 
none erything thata a printer D 
See us first. WALKER 


are the best 
& S'BRESNAN 21 to 205 William St., 


13° Srsiness. by the = to advertise your 

> > business ri 0 up. Write for esti 
our work. aoa est prices in the U. 5S. 

SPRINGF ELD PUB. CO., Springfield, Mass. 


—-> 
ELECTROTYPES. 


Ww* errand P staat SO. U9 1 uo Leonard St., a oa 


TEREOTYPE, 
metals ; 


etching. ene n 


hy + 
cuponest PLAaTEs for 
& CO., Pt ost Arch St., 


p4t; 1.50 and Four best half-tone portrait. 
kinds of cuts at prices Ft. sing: 
Write us your wants. CHICAG PHOTO 
GRAVING CO., 185 Madison St., Chicago. 


7OU may write your own ads, but one ‘cute 
sure — you can’ 
Think of us; 731 50 for best 
like that and work the best. CHICAGO 
ENGRAVING CO., 185 Madison St. 


mnoensiihigeaieaes 
ADVERTISING AGENCIES. 
AGENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD NOUSEKEEPING. 


TANLEY DAY, New Market, N. J. ApVERTIS- 
ER’s GUIDE, 25c. a year. § toro mailed free. 
¥F = wish to advertise an pane, onywhere 
time, write to the GEO ROWELL 

ADVERT SING CO., 10 Spruce St., New York. 


i advertisers who start business with us in 
the year 1 are gots etter service than. any 
work, mare Cy 
other agency in the ened can give th then. Why! 
Because we are working for a repu' ‘s 
= hint for 

San Franc 


‘ou. WILD! R& 00. 6: oat Market St., 


>. 


FOR SALE. 


BUYS 1 INCH. 50, ies Proven. 
$3. 5( WOMAN’S WOR yt Ga. 
Pore SALE—One of the best sah 


Sy ete ee ac naes D. 
otel, Bu 


po as her For —— Seat has = 
o e four great | rs 0 e Pac! 
Coast.” —Harper's _ 
he SALE — ~ Complete “Printing Outfit. Very 
if taken at once. Address 
B. Kk BR WN, Binghamton, N.Y. 


For SALE—Fine trade pap paper ; $3,000 cash, bal- 
ance time ; = —_ sell one-half interest to 
newspaper BARLOW, 298 Dearborn 


r 
B.,” Conti- 


t., 


R SALE—Half or third in’ 

r in best city of 20,000 = the & Son eae Wan 
pariner who is practical worker in editorial or 
ess department. Experience more a desid- 
lass rtunity 


than vast wealth. oO} 
inters’ Ink. 


eratum . First-c 
for right man. Address “ M. N.,” 
. Sng no Press,Goss make, nearly 
in perfect onter, just as good as when 
it left the factory. Guaranteed to int, fold and 
o—_ 10,000 AL or 2 Sree oe ng an phe or 
‘or book and Re 
Sold for ne o fault Address CHAS. P. 
Springfield 








PRINTERS’ INK. . 


PRESS CLIPPINGS. 6é APB conte It yor yore ,” 64 pages, 
you don a quarter’s 
OUTHERN CLIPPING PING BUREAU Atlanta. Ga. wo we four enarterbact OHA. 
S Gress clippings for trade journals and AUSTIN BATES, Vanderbies Builging, New York. 
pewedrnar tas meen 

: ¥, y OES the printed matter which you have been 
ADVERTISEMENT CONSTRUCTORS. DS wel gar cree yg Ap comp tr nt ge ng 
L=™ ADS. CURRAN. fident we can make it. Remember we do the 
caenn besten writing and punien. If Wir 
et mayoral ress - 

A» SMITH. Baltimore. Washington. JOHNSTON, Manager Printers’ Ink Press, 

Spruce St., Kew York. 
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esate. Baltimore. Washington. I WISH to hear from begsinees men . want 
ee ising matter prepared. work 
fF, ™0C- SMITH. Baltimore. Washington. ae ways been 3 and particularly for ite down- 
. pee employed regularly by a large advertising cor- 
F McC. SMITH. Balti . Washi fo phe have had experience in most lines of 
. ad writing. I make asonable charges. Kk. L. 
fF, Mec: SMITH. Balti Washi OUBRAR, 111 W. Sith ft, New Sork. 
. $3 for Mh rod abor 10 or sen ad 1 Boends 
A DPISON ARCHER, 1 Union 8q.,.N. ¥. stisings the etter you know that the littlest 
ads ares ares th. ‘hardest ‘to, sone eeee if you 
ETCHY ads. ow a lot about them, on’t seem a 
oar St., 8. ed > SA ee. AG, i have written = 0! tg ty t little aoe or bis big 
vertising co gor 
~ IX retail ads, with cuts, | cuts, $5. R.L.CURRAN, small ad! R. + CURRAN, th West. sith St., 
111 W. 3th st., N. Y. New Yoik. 
EADY, Ji 10th, for new business. WOT. y 7 E have no “stock” ads. Every ad we write 
, STAN DIXEY, Writer rr of Advertising, represents the requisite time and thought 
World Building New York. necessary to insure effectiveness ; each ad is 
cially — an d ed, and our 


USINESS literature— interested! I assume all 


copy comes to 
details of wri! and printing. CLIFTON no excuse for bad “ setti 
WADY, Somerville (Boston), Mass. Prices: Retaif ads under 10 in., double col, $2.5) 


r hae } onty writer of exclusively medical and each for ess than 6; regular service of 3 or more 


advertisi vice or samples free. Per week, *2 each. ‘If you mean write 
us on your letter head om sam, og WILDER & 
ULYSSE G. MANNING, South Bend, Ind. CU 6a Market St. San Fran = 


OW is time to ne to set me to work on that —— 
a bookle ‘ou Pg Ee out in the ap HF most successful advertising I ever wrote 
JED SCARBORO, ox 63, Stat , B’klyn, N. Y. was on the subjects of real te, insurance, 
water filters, liver ithe, merchant. tailor ing, 


F ey yang s that create a wholesome in- building and loan associations and grocerie=. 
Iz be te 7 JED SCARBORO, Bo O Btwe And the truth is that on those subjects I had no 
or W Brow of you. J tad costanton! © unusually succesful e advertise- 

ments were un si , chiefly because 

paragra I wrote a consid le series on each subject, 

Ot otmy ptiies ‘ sig shor, unique paragraphs and because I used so simple and plain 

OF 80 to run as locals 1 JED SCARBORO, Box 63, that a child could understand. I invite corre- 

iastes ©, ehlvas x ¥. see CM NOSES Bor Sa; Broskiyne Ny 

re ald , . MC , i. we 

SAFE rule to follow : Dg Ph man od who does Retail ads, ten for $10; tou modienl oda. $20. My 

4 a Aa CE your ads. pe as, ois comers 7 ook eee free. I want every acivertiser to send 
STON, of Print- for 


ere" Ink Bree, do the printin oa: ECENTLY I had Printers’ Ink Press set up 2% 
nters’ 
Cumhe for 365 advert advertisements a year. ads for me in the very best style. These'ads 
. “sm, {hpeceidons oom a ect Si So aticacivas 
Vi ol 
E. L. SMITH, Codman odman Bldg., Boston, Mass. dis ed. Just 100 ovte of ad] woe have been 
ve and any one who wants a may have 
GCE Tve one ne “ea conotmer or them it for $1_while the hundred lasts. The ads are 
e business m men who will wri some of the ve written, and cover severa! 
Sashueasioner heads can have An retail lines. ws -y some of these can be used 
pp work in this line, R. L. CURR. N, 111 Ww. this i freely “iven _— fs—permission to do 
Mth is freel 


» New York. end free with 
NV Y work is worth all it co=ts. gets is in- book, “ Adv 


hasn’t a dellar’s worth 
do. If interested, write for them. H. P. BROWN, back. CHARLES AUSTIN BA , 1413, 1414, 1415 
Paulsboro, N. J. Vanderbilt Building, New York. 


tem Increase Business 


oe 

% 

% 

I can increase the business of any advertiser in America if I am M4 
given reasonable liberty in the disposition of his appropriation. This  % 
is a broad statement, and I mean every word of it. I can do just 2 
what I say. Let me ‘spend the same amount you are now spending 4% 
and I will get better results—so much better that my services will be #% 
ae 

: 

3 

3 























BBR CRB O8 0808008 BOSC EC 


ses: at the seemingly high price I shall charge.. 
plan, write, illustrate and manage advertising. 
1413-1414-1415 


Charles Austin Bates, Vander Balding New Yor. 


908 992920090999 099 29290908029. 929 2908 2929 29. 00909 89 99909999 


















099808080808080808 0808080808 8800ROR 
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BILLPOSTING AYD DISTRIBUTING. 
distributor of adve eacaioa » 
PPHa Senate 


E. OHSFELDT, “circular distribator. eps 
« tacked u p. 760 Minnesota Ave ,Portiand, 
po at naan 


SHEET MUSIC. 


A SHEET tape never thrown a 
but kept for constant use by people of taste 


bi colors 
lack or colors. W. N. SWETT & CO., 3s Union 


Sq., New York. 


++ 
ADVERTISING NC NOVELTIES. 


IGN-AWNING FRONTS, 12 in wide,fancy 
S$" 0c. running ft. SIGN CO., ager NY. 
ADVERTISING FIRE CRACKERS the 

Fourth. Send for samples and A 
PALMERI’S NOVELTY ADVERTISING CO., 
Brooklyn, N. Y. 
FOR the purpose inviting announcements 
k pe Advorticing. Ne Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
eerted under this head once 1 tor one doilar. 


A™ the American Nati yo — i 
constant ia een 


CO., 1026 Filbert Street, Philadelphia, 


UR premium novelties, useful 
mental, reliable, first-class in every 
Novelties in fact as well as 


; guaran! See 
address on receij ope or or stamp fo: 
lars. Address KEGI Pine St., & 
Lo Mo. Our new solid gold Fountain Pen for 
one dollar is unexcelled by any on the market. 
Manufactured only by us. 


—_+o+—__—_ 
ADVERTISING MEDIA. 
os YANK, Boston, Mass., 60,000 monthly. 


Re = Maine, DarLy Star. Only daily 
in three 


REATING a ee It 
stamps. THE NORTHSTAR, pogargh iam 
E- you atvertie in Ohio y _ one 
Pane particulars 
ae New nat 
rson advertising in PRINTERS’ INK 
wi e amount of $10 is entitled to receive 
the paper for one year. 
66 aa her Post-INTELLIGENCER Seattle has one 
of — four. papers of the Pacific 
Veekly. i 


Ig + anenad pret papers that bring results. 
H. D. LA COSTE, rk Row, New York. 
Agent for good mediums liums only. 


i MIDLAND MONTHLY, Des] Moines Jows, 
reac! best people in 
ploying 


D.LA eBOsTE, "Si 


western States. no Eastern solicitor, 
it mekes.a uniform rate so low thes rs 
returns on small in 


on ofvestining ing in Ohio! We’ i your 
ation the Dayton Mo iG TIMEs, 


cmiort by a marked oe the confidence 
ES rs of the best 


if Bost se Perk Roe ew York. 


INK, : 21 


MERCANTILE LAW. 
C4yansas & THOMAS, Omaha, Nebras 
lawyers and 


ka 
or 

bers in lowa or Nebrosea 

job- 

rec. 


handl 
with success ; 2,000 of the leading Eastern j 
e our 





of weteting . Wi us. Referen 
W. & J. Sloan, New’ York ay” as 


ARRANGED BY STATES. 


Advertisements under t er this head, Ope Binen on mere 

without display, 25 cents a line With 
black-Saced type the is 50 cents a line. hist 
be handed in one week in advance. 


ARKANSAS. 
|= ARKANSAS METHODIST has larger cir- 
culativn in Arkansas than any other paper. 
THE BEST WAY 
T h the people of the great State of Arkan- 
gan to $0. aavertine tn the best newspaper. All 
authorities agree that 
The Arkansas Gazette 
fo he beet poner pases in Ro Mate cad 
returns to advertisers. Its 
Se 
advertising posned 


age: ° 
THE AKKANSAS GAZETTE, 
Little Rock, Ark. 


CALIFORNIA. 


LWAYS AHEAD—Los Angeles Tugs, So. Cal.’ 
A great daily. —e over 14,000, " 




















U “as 


pddress San Jose, 
THE WAVE, Lee. & 


-, the 
Pacific Coast so- 

{a6 187 Wort ia, Ne 
York, N. Y., 











CONNECTICUT. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 
Every nook und corner ET, tm Nu 
covered by special by pony 
expresses laeee © two papers a njulivered nday 
— all over Connecticut. pecial editions 
inio Hartford, New fw Meriden, 
Danbury sé Ansonia. 
80,900. 150,000 Readers. 


ILLINOIS. 
\ or NEWS, an tion in Champatan Cow bean 
IOWA. 
ey ee a es 


, Dubuque, Iowa, 
Many of the and 
d in its 


LOUISIANA. 


S W. PRESBYTERIAN, New Orleans, weekiy 
. over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MASSACHUSETTS. 


30 CENTS od Soares < 6 oe. eto 


\ TONDERFUL r~ 10c. to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 

















ves its 
are 
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MAINE. 


DS in THE INDEPENDENT, Farmington, Me., 
A prod roduce results and mail orders. = 


MICHIGAN. 


JDUCHANAN, Mic ich. is booming. Every citi- 
zen reads the RECORD. 4 

7 T= 800 DEMOCRAT. Sault Ste. Marie, Mich. 
it should be on your list. 

Saginaw COURIER HERALD. Daily, 6,000; 
unday, 7,000 ; weekly, 14,000. 

HE | - INDUSTRIAL NEWS. Teckoon, Mich. has 

the largest circulation in Jackson County. 


Syacihay COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 


a ty ed Hoy pS Pron dispatch cire’n 
+ ARDS SOENOGEAT. 
per in Michigan, outside Aare ® feuding pe 


QAgINaw Laing my A and weekly NEWS. Largest 
the Saginaw Valley, Michigan. 


QAGINAW COURIRE HERALD is the | 
a 
































I 
jand Weekly, 


w (pop. 5 000) is is the “tind 
‘or further information 
CUSTE, 38 38 Park Row, New York. 


MISSOURI. 
A SGHiLY say about it?" St.Louis 
MONTANA. 


yet LIVINGSTON 5 te aK i eigut pages; 
all home print. 1000, 




















ANACONDA ‘STAND. ARD. Circulation three 
imes greater t that of any other daily 


or Sunday paper in Mc 10,000 copies daily. 


N EBRASKA. 











INK. 


ELMIRA 
TELEGRAIS1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. Frank RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 


This is to certify that ge Cireulation of 
rx DPAILY PRESS AND KNICKEK.- 
KER Is Constantly P- ro that 
the a pasuver of copies rinsed this a = us 
Beste c of New York, City and oats of +, —9 
owe 6 before me this 16th day of of aves 


Joun J. 
” Notary "Public, Alba: Albany, N.Y. 
THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 





Ten Cents per week for a Dally and 
unday Pre 


OHIO. 


[= Mansfield (Ohio) News ; J ag circulation 
—daily 3,000, weekly 5,000 
J)AYTON MORNING TIMES = a 
NEWS are clean, reliable, family papers. 
ARGEST cire’n of an: Sackieiies poner in 
nation: BEACON AND NEw ERa, Springfield, O. 
¥ OUNGSTOWN VINDICATOR, 7,300 rn ft — 
weekly. Leading ‘newspaper in Eastern Ohio. 














EARLY 700 publish th 
N circulation by offering. to" Germaine ine 


rT; [aE HE leading Obio country daily— Tur Piqua 
ALL—receives > clin ‘iated Press 
enh ee York W 





FREIE PRESS my Neb. at 2s ote. per 
8-page wkly; a P ree. Write for perciculars. 





NEVADA. 


mpue WEEKLY COURIER, Genco. Six pages. 
All home print. Leads in Nevada. 


NEW JERSEY. 


Th DECKERTOWN INDEPENDENT has the 
largest ci of .ny 











pover in Sussex Co. 








POPULAR adv. mediums : nm (N. J.) 
-) DOLLAR 


Ev’a News, 3,600; Dridweton (NI 
WEEKLY NEWS, 1,600. Rowell guarantees circ’n. 
THE EVENING JOURNAL, 

JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - = {5,500. 
Advertisers find (fT PAYS! 








¥ i HE TRI-STATE “Gnockn visits tne and 
A. “a py ome, ind. rand ¥ Mich. 
wee u are not in iv, it w ‘ou to 
te to TRESTATE GROCER CO. Toleda, oO. 
Pe, Ohio, has grown to be a city of 13,000. 
t is the third city in this country in the 
production of li ua brand” of 
strawboard stands ad the head. ere are only 
13 cities in Ohio whose manufacturers pay a 
greater amount for labor.—New York Tribune. 


tay Piqua, Ohio, CALL is the only daily pa 
between Toledo and Dayton and Colum as 
and Indianapolis which receives wire news— 
having the exclusive Associated Press franchise. 
a a coammadite Goaaak of 1,515 copies dally, and oe 
qua is connect e 
by  ahectrie railway y with Troy, Ohio --a town 
pede y miles distant, having a population oft, 10. 
gna THE PIQUA CALL hasa lation in 
than aay Troy a For prices for space 
cop ies of the paper an poy t further inform: 
tion, address | . D. LACOSTE, 38 Park Row, N. Y. 





oil, and * 








NEW YORK. 


as ag Y., JOURNAL, daily and week- 
Patronized by live advertisers. 





00,000 = in 15,000 offices. - NATIONAL 
1”? a0 IONER, 284 Pearl St., New York. 
Paon = FASHION, New York City 
Issued monthly. A million coptes a year. 


Ask for Special Rates for Advertising in 





Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


PENNSYLVANIA. 


H4® py ony PATRIOT, est. 1858. 
8 pages ; 8,000 daily, 5,000 weekly Lead- 
ing tanaite poly 4 at State capi Rates. 
low. Popujati 
DFSIRABLE REATERS and « good circula- 
ion are what advertisers receive in the 
Coneean 000 well-to-do, intelligent 
fay. Wal 


he Tres with their supper every 
WALLACE & SPROUL, Chester, Pa. 

J] NTELLIGENCER—Daty ana WEEKLY, 

tazantecd cl Pa. 











eaders. 
Always best mediums for 
advertisers’ purposes. 
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OKLAHOMA. 


E*t RENO HERALD has the largest circulation 
in Canadian County, Oklahoma Territory. 


‘{,HE GUTHRIE DAILY LEADER, the leadi 
in the T 








RHODE ISLAND. 


He HOME GUARD, Providence, R.I. Tenth 
year. Circulation 50,000. 











SOUTH CAROLINA. 


ie daily edition of THE STATE, Columbia, 8. 

is the most pop" paper in a hundred 

South \ Carolina towns. The semi week) tion 
reaches over 1,000 post-offices in South Carol ina. 


TENNESSEE. 


THE PRIMITIVE BAPTIST, 3 Martin. Tenn. 
largest circulation in 9th’C ‘1 District 














TEXAS. 


‘I, HE NEWS, Bonham, Texas, has the _—— 

I eekly circulation in Fannin C County. 

TH CITIZEN DEMOCRAT has the largest cir- 
culation in Robertson County, T 

‘|’HE TEXAS BAPTIST SELWDAED. of of Waco. 
Texas, had an “Thies gu eekly Circulation 

during sod of 19,230. iteed in Row- 

ell’s new Directory to be he largest circulation 

of any —— paper ‘publish in Texas. ‘Ad- 

vel 














VIRGINIA. 


T HE STATE, icheend, x ine reas 
paper in a communi people, 
publishes full Associated and is 





Prices for space of H. 


made. 
other Richmond daily. 
LACOSTE, 38 Park Row, New York. 


WASHINGTON. 


QEATILE TIMES. 








QEATTLE TIMES is the best. 
w 





QEATILE POST-INTELLIGENCEK. 





7 ‘HE people. is the home paper of Seattle’s 60,' 00 


eg largest eirculatl x, 3 ning — 
e e ion of any eve paper 
north of San Francisco. 


¢¢ | Nher Post-INTELLIGENCER Seattle has one 
f the four ae aka papers of the Pacific 


srat'xx SPOKESMAN-REVIEW 


THE 
SP0K Aa mi E 
MAN uy pom Ana 
field. *NO com! titor — oot sntlos. Popula- 
tion Spokane, , 35,000. e past and 
resent history of Napehone “has been marvelous ; 
Ks future will be the wonder of Western civili- 
zation. The e recognized exponent 
of all the best interests of Spokane and the vast 
country tributary to 


MEXICO. 


OMMUNITIES and pargone ave reached by. EL 
bm Faro that no ——— can paper reaches. 
partado 305, Mexico City. 


SO. & CEN. oy et 


rArAzA eras & HERA 
ANDREAS & CO., 52 Broad Ft. _ a 
Send for sample copy. 























INK. 
_CLASS PUBLICATIONS. 


AGRICULTURAL I] IMPLEMENTS. 
FARM MACHINERY (Eli). St (Eli). * outa, Mo. 
Smallest issue in 8 years, 
Largest average for 12 Tg 17,600. 
AGRICULTURE. 


HOME AND FARM, Louisville, 7... 
WISCONSIN AGRICULTURIST, Racine, Wis. 


ARCHITECT! HITECTURE. 


a pase ARCHITECT, Chicago. Best im 
any prominent architect about it. 
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COAL. 
COAI. TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago. 
ae 
QyEeE OF FASHION, Y. Cit 


Issued monthly. A Thiliton pe a year. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
GERMAN. 
THE Ley, 4 a> Tae 
lished at cinnati, is credited wit the oy poe 

est eirvulation rating acco noord Soe any * 
daily in —From inters’ » issue 
May 15, 1895. 2 


HISTORICAL. 


THE AMERICAN HISTORICAL REGISTER, a 
Monthly Gazette of the ) rere Hereditary 


Societics of th of the United ~ 
S epoctnen copies. 120 


for adverti: rates an 
8. S St., delphia, P 
HOM@OPATHY. 
HOMEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIROULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly, 
MEDICINE. 


LEONARD'S ILLUSTRATED MEDICAL JOUR- 
NAL, Detroit, Mich. Circulation over 10,000. 


MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
SKANDINAVIAN. 
THE highest circulation rating o Skandi- 
teat rin American is KK Ay - the 
POSTEN 


OG VED ARNEN, | A 
ice-a-week, in the Norw -Danish 


guage, at Decorah, Ia.—From Printers’ Ink, 
of May 1b, 1895. 


THE WAVE, San Francisco, Cal. 13,000 weekly. 


SPANISH. 
*Transiations 
Y. City. 


REVISTA POPULAR, established 1 
Spanish aera in the a 
in all languages : esey St., N. 

sonba¥ PAPERS. 


ELMIRA, N.-Y., TELEGRAM: Circulation over 
100,000 copies weekly. 


TEXTILE. 
TEXTILE WORLD, Bostcn. Largest rating. 
TYPEWRITERS 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 
WELSH. 


Y DRYCH. For half a cent century 
gan of the W 
copies. For 
DRYCH, Ctica SY 
WOMEN. 


que OF FASHION, New York City. 
Issued monthly. A million copies a year. 


o yetienel a 































54 Principal Cities in 
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From BRENT GOOD, President Carter Medicine Co., 
CARTER'S LITTLE LIVER PILLS, N. Y. \ 


E consider street car advertising rightly done as a valuable adjunct to 
our newspaper work, and a first-class medium in itself. Our expe. 
rience with Carleton & Kissam has been that they thoroughly understand how | 
to properly and honorably conduct their business. We have found nowhere | 
such a perfeet system, such a square response for bills rendered and sucha | 
novelty as receiving more than we are charged for, that while we have 





dropped out of some cars, we have increased our line with Carleton & Kissam, 
and they are now doing nine-tenths of our street car advertising, and our only 
regret is the other tenth. 


CD 
ST Or 
on 


LAE 
KISSAM, 


50 BROMFIELD ST., BOSTON. 
POSTAL TELEGRAPH BLDG., NEW YORK, 








EN 


9,000 FULL-TIME CARS, |» 








The U. S. and Canada. 
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a From Any Others. & 
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IS SO MUCH | om 


SUPERIOR! & 
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# From ARTEMAS WARD, Advertising Manager, Say 
ENOCH MORGAN SONS CO., New York, Props. of “ Sapolio.””  figged 


' ONLY ONE ANSWER! ei AN 


Mgssrs. CARLETON & KIsSAM. 

Dear Sirs: 
Who leads in Street Car Advertising? 

Our cards are in all your cars. 

Are we satisfied with your service? 

Our cards are in all your cars. 

Does Street Car Advertising pay? 
Our cards are in all your cars. 


















7B NO) NOME NOE NOS BOS, 


>> 


: (is Sica ‘Sie Sia ‘Sian > we 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


rz Issued every Wednesday. Subscription 
: Two Dollarsa year. Five Cents a copy ; 
Five hun 5 o back numbers. 
After December 31 the subscription price will be 
increased Five Dollars a year. 


copies Ss $25, ora 


ao person who Ly not 
recei fving PRivrens Ang hel, hd beca: 
has subscribed Every = is 
at the expiration of of n of the oneene pare bald 


CTRCULAT tement of 


use some one 


4 ear, pe be 
laced on file with the editor of the American 
wing oy ed rectory, so that the circulation 

may be correctly rated in the issue of that book 
for 1895, shows t the actual average issue for 
the last year was 17,768 co ies; for the last six 
months, 19,875 copies ; yo the last three months, 
— and for the last four weeks, 22,250 copies. 


the past ety eight weeks the total issue of 
PRINTERS’ INK been 227,000 copies, the average 
A per week. The lest issue num- 
The largest 30,500 copies.— 


| Ink, May 1, 1895, 

New York Orrices: No. 10 Spruce Steeer. 
CHICAGO AGENTS, 

Bennam & Incranam, Room 24, 145 La Salle St. 
BOSTON AGENT, 

W. F. Moore, Room 2, 10 Federal St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 








NEW YORK, JUNE 109, 1895. 








ONE word may make or mar an ‘ad. 





SOME papers have good circulations, 
and some papers have good circulation 
liars. 





Too much shouting in advertise- 
ments may frighten people with money 
and sensitive nerves. 











Cassar said in three words—veni, 
vidi, vici—what could not have been 
told so well in three volumes. 





Ir is rumored that with its July 
issue the price of the Cosmopolitan will 
be reduced to ten cents a copy. 


THE man who does not advertise in 
summer is like the man who does not 
sprinkle his lawn in dry weather. 





BREVITY in ad construction is effect- 
ive. No and Yes are the most moving, 
most pregnant words in our language. 


HAVE you ever noticed what a little 
cause will start a crowd, and how 
quickly it disperses after the cause is 
removed ? por how advertising draws 
a big crowd toa store, but the crowd 
melts away when the advertising stops ? 


PRINTERS’ INK. 


THE Washington 7imes offers a 
marriage license and a marriage cere- 
mony in exchange for a coupon cut 
from its columns. 


WHEN a person is in need of an ar- 
ticle he goes and buys it, but he also 
often buys what he don’t need, be- 
cause it is attractively advertised. 


Cuas. J. BILLSON, of the Tribune 
Building, has been appointed New 
York agent of the Cleveland Piain 
Dealer, and of its evening edition, 7he 
Evening Post. 





Ir is a curious fact that the man 
who thinks ‘‘ advertising doesn’t pay ”’ 
is the one who is most ready to talk 
about a libel suit if 2 paper publishes 
something he doesn’t like. 





CONTRIBUTORS who send _ jokes, 
verses, squibs or other items to PRINT- 
ERS’ INK should write each item on a 
separate piece of paper of uniform 
size; write them in ink, not pencil ; 
put name and address on each separate 
piece of paper, and use paper that is 
just a trifle respectable. 


THE style and wording of an adver- 
tisement should be determined upon 
after the medium, or class of media, 
in which it is to appear has been se- 
lected. An advertisement that is 
profitable in a high-class publication 
can hardly be expected to be so in one 
of a very different class. 





Boston and Baltimore have about 
the same population, yet Boston has 
50 per cent more daily papers than 
Baltimore ; San Francisco has 50 per 
cent more than Cincinnati, and Day- 
ton, Ohio, has twice the number in 
Atlanta and three times the number in 
Memphis, although the relative popu- 
lation of the cities is about the same. 


The Shipping and Commercial List, 
established when John Jay made the 
great commercial treaty with England 
in 1795, will celebrate its centennial 
by bringing out a ‘‘ History of the 
Commerce of the City and Port of 
New York, and of Its Progress in 
the Trades and Manufactures for One 
Hundred Years.” The work will be 
under the editorial supervision of 
Chauncey M. Depew, and articles will 
be contributed by Gov. Morton, Sen- 
ator McMillan and other prominent 
business and professional men. 
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PENNSYLVANIA has more daily 
newspapers than any other State (197), 
and Ig more than New York (178), 
but there are twice as many dailies in 
New York City as there are in Phila- 
delphia, and as many in Buffalo, lack- 
ing one, asin Pittsburgh. The total 
number of newspapers of all sorts in 
New York State is 1,993, and this is 561 
more than the total in Pennsylvania. 





IN Texas there are 234 counties ; in 
60 of these counties there is no news- 
paper published, and in 15 of them 
there is no post-office. If the entire 
number of newspapers in the State 
was divided evenly among the 
counties there would be less than 
three for each of them. Twenty 
papers in the State are believed to 
publish more than 5,000 copies each 
issue, eleven more than 10,000; six 
more than 15,000, and one more than 
20,000. 





SYNDICATE advertising appears to 
be regarded with some favor. The 
last combination for this purpose is 
that of the Cypress Lumber Associa- 
tion, which, at a stated meeting, re~- 
solved on ‘‘advertising as a body in- 
stead of individually,” and then per- 
fected the arrangement by selecting 
a list of papers to be used, and con- 
tracts to be made with each publisher. 
It is not to be expected, however, that 
such a plan will be adopted by any 
considerable number of the various 
trades or industries, so much of the 
real value of an advertisement being 
in the special merits which the indi- 
vidual advertiser aione can offer. 





THE postmaster at Radford, a little 
town in Virginia, complains that ‘‘ his 
money order trade has been busted” 
by a man who has opened a “ Bee 
Hive” store in town, and advertises 
liberally. People who formerly bought 
money orders to send to the Philadel- 
phia and New York department stores 
now patronize the home store. If the 
owners of small stores in Illinois will 
be as enterprising in the way of ad- 
vertising as is the ‘‘ Bee Hive” man 
of Radford, they will not need legisla- 
tive enactments to enable them to 
keep in business. Of course, ihe big 
stores have many advantages, but the 
greatest advantage they have is the 
possession of sufficient nerve to adver- 
tise liberally and sufficient hustle to 
keep pace with their ads. A little 
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hustle and the liberal use of printers” 
ink in the country districts will enable 
the country and small town merchant 
to hold his own against all comers. 


THE Society of Colonial Wars, of 
Chicago, and the Sons of the Revolu- 
tion, New York, are about to inaugu 
rate an agitation against the useof the 
American flag for advertising purposes. 
Legislation will be asked for, it is 
stated, as soon as public opinion on 
the subject is sufficiently aroused. In 
case it passes, the Salvation Army will 
no longer be able to carry the flag 
when it parades, vendors of ‘‘ Uncle 
Sam’”’ specialties will be debarred 
from wrapping it round their waists, 
and it will no longer be avai'able for 
the decoration of buildings or indi- 
vidual establishments, or for use as a 
trade-mark. Whether there is any 
public sentiment against the use of the 
flag for these purposes, or whether 
there ought to be any popular senti- 
ment against it, are, of course, open 
questions. 


——- +e 
AN INDUSTRIOUS CLERK. 


He was president of the new labor 
union, and he came into the side- 
street store hunting up statistics. 
‘*How many hours per day do your 
clerks work ?’’ heasked the proprietor. 

‘*T have but one clerk and he works 
seventeen hours a day, seven days in 
the week,’’ answered the proprietor. 

‘*Great Cesar! I'd like to see the 
clerk that would stand that.” 

‘*Here he is,’’ said the proprietor, 
as he picked upa paper and showed 
him a neat and attractive ad. 

——— +o 

A CIRCULAR letter—O. 

A Rope is very much like a bankrupt bill- 
poster when it is bound to asign. 

He who advertises the whole year around 


can afford to keep cool during the summer 
morths. 


Tue billposter is careful not to give of- 
fense, but he’ll take a fence easily enough, 
when there’s a chance. 

Ir may be impossible to say anything new 
in your ads, but it is always possible to say 
what you wish to in a new way. 
aaa 
A TRIOLET. 


He turned a rhyme for Printers’ Ink 
Instead of writing epics grand ; 
He wished to make the ple think, 
So turned a rhyme for Printers’ Ink; 
It proved an eivestiing link 
*Twixt mird and mind throughout 
land— 
That dainty rhyme for Printers’ Inx, 
Instead of dreary epic grand. 
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FACTORS IN ADVERTISING. 


The problem is not how to fill a space, but 
how to fill it so that ## will fill the vce 
buyer's eye and mind, impress him pleasur- 
ably and forcibly (x) that he wants some- 
thing, and (2) that he wants the very thing 
thut is pointed out before him. It is to this 
end that he who constructs advertising 
labors, and lends his ‘“‘ knack ’’ of doing it to 
the power resident in the means at his com- 
mand. General advertising, therefore, does 
not exist, for each advertisement is itself an 
entity ; a | agen is a specialty and de- 
mands specific treatment dictated by itself 
alone. There are only general /aws; the 
details of every case must vary. What are 
these laws? It is needless to say that they 
are paradoxes: 

(a) That which attracts must keep atten- 


tion. 

(6) That which keeps attention must win 
approval. 

c) That which wins eg oY in the most 
ways is most successful. To win and keep 
attention and to multitudinously win ap- 
proval are objects everybody advertisin 
must bear in mind. ‘A brief study of eac 
rule may be interesting and not unprofitable. 

The attractive is not always successful; it 
may offend or repel the attention because 
lacking in the power to hold it. Beauty, in 
itself the most forcible means at the adver- 
t'ser’s command, may do its own cause an 
injury if inappropriately applied. Types, in 
themselves beautiful, it may be, may mar 

uity and allow the gaze of a reader, 
perhaps arrested by something new, odd or 
pleasing, to slide off the page as water from 
the back of a duck. Ornaments, claiming 
an instant’s glance, may have improper place 
or character, or sting the reader’s sense of 
pp aed by a coarse suggestiveness or lack 
of harmony. Oddity may create attention ; 
it may likewise defeat the purpose for which 
it was attracted. The aim to keep before us 
is fitness, congruity and the equilibrium 
without which everything of an advertisin 
or any other character, outside of genera 
utility, is a failure. Yo: must attract, but 
you must also study how to keep the interest, 
when attracted, faithful. 

To strike the spark from the buyer’s mind 
which welds him to you is one thing, to keep 


con; 


up the elegtrjc current until he is yours is aw... 


other. His approval must be obtained and 
the bond prove agreeable, for though you 
may lead the horse to water, “‘ you cannot 
make him drink.’”’ There is, perhaps, no 
little money expended in the advertising 
world which fails at this very point. Inno- 
vation is attempted, in a cheap and garish 
way, perhaps, and nothing comes of it. 
Claims are set forth in the text which mar, 
in detail, what would succeed in entirety. 
Force is weakened by weighting the arm 
which strikes the blow; the blow itself hits 
far below the mark at which it was directed, 
carried by the encumbrances hung unto the 
wrist. ictures which mean nothing ac- 
‘ccomplish nothing—and not a few of these 
bits are filling space to-day. Directness 
must soeouaeey text and illustration, and 
decorative illustration is always better for 
the generality of purposes. 

‘all who have studied the subject of ad- 
vertising ye the force of illustrating— 
its power to fix the thought, charm the in- 
terest, and open the way fo that wedge of 
argument which the skillful advertiser be- 
lieves he has. The manner of adapting il- 
lustration to the advertising space, the book- 


let or folder, etc., has also been awakening 
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comment of late years. The age of illus- 
trating has become an of illustrated 
advertising. A space advertisement may nct 
do all the work that is desired, and the little 
book which goes from the maker’s hand, 
bright with lively descriptions, pleasing typo- 
graphy and beautiful decorative bits, carries 
an influence with it that is often greater than 
those who read it think. Both the space and 
the booklet-page, however, are legitimate 
objects for the skill of the illustrative artist, 
and how he is discharging such a big dut 

every body knows. More of it ought to be used, 
less of a certain kind—the essentially pic- 
torial—but more of ‘the intrinsically decora- 
tive. An artistic initial letter, a pleasing 
tail-piece, a vignette of ornate character, or a 
special advertising design, possess adapt- 
ility for the specific purpose. Illustrating 
an advertisement, in a word, aids in the 
direc.ion of the three laws which we out- 
lined at the beginning of our theme. It 
attracts attention, and, if good, keeps it; it 
wins approval for itself, if well done, and, if 
the text matter is equal in quality, helps to 
make approvel more approved, and gives an- 
other way tian the monotony of utility 
whereby to get approval.—Pafger and Press. 


—_—— oe" 
CHEAP ADVERTISING DEAR. 


The trouble with a great many advertisers 
in trade journals is that they expect too 
much from that source. They expect the ad- 
ve:tisement to do more work than their best 
travelers, whose expenses are as much in one 
month as the yearly cost of the advertise- 
ment. Asa rule, no attention is given to the 
advertisement except perhaps a change of 
wording once in six months. Imagine the 
big (?) orders your travelers would receive if 
they simply handed their card to a customer 

said they would sit down and wait for an 
order. This is how the advertisement in the 
trade paper is treated. Why not change 
your advertisement every month? Speak to 
your customers through it the same as your 
traveler would talk to them, and you will 
soon discover that the trade paper is the only 
di The publisher of the best journal 
in existence can only sell you space and 
arantee circulation among your probable 
uyers. He cannot guarantee that the ad- 
vertisenent will pay you. That rests with 
ourself. You must use the space to your 
st advantage, and last but not least, do not 
give your travelers all the credit for the 
year’s business. Another mistake adver- 
tisers make is that they look too much for 
cheap ——s When you are sick do 
you look around for the cheapest doctor? 
Or, if you want to engage a lawyer do you 
look for the low-priced and most obscure? 
Certainly not. The best evidence of a value 
of a paper as an advertising medium is its 
ability to secure and hold the best paying 
class of advertisements.—McLean Journad. 


SYMBOLS OF TRADE. 

In Scotland it was for a long time usual to 
place on a man’s tombstone the symbols 
of his trade. Especially was this the case at 
Dunblane, where, in the burial ground o/ 
the abbey, it has been found that of those 
tombstones which are from 100 to 200 years 
old about one-fourth are thus marked, the 
symbols being in low relief.—Philadelphic 

edger. 








—- 

Wuat and who is this new woman, 
This latest of the fads ? 

Why, she’s the one who every day 
Fails not io read the ads. 

















THE ELEMENT OF CHANCE, 
By Bert M. Moses. 


There is an element of luck or chance in 
advertising that cuts quite a figure in re- 
sults. It is an element that works both 
ways. To try and enumerate half the 
things that can “ happen” to make an ad- 
vertisement effective or otherwise would be 
a task never finished. 

This element of chance is well illustrated 
in Printers Ink Jonson’s ad in the issue of 
Printers’ Inx tor — In that adver- 
tisement it is told how Mr. C. R. Tinan, 
publisher of the Kimball, S. D., Graphic, 

ave a five minutes’ talk to the South Dakota 

ress Association about Jonson’s good inks. 
That talk resulted in quite a number of 
orders. 

Now the fact of the matter probably is that 
Mr. Tinan read Jonson’s ad in PRINTERs’ 
Ink, and was induced to try Jonson's ink. 
Just that far Printers’ Inx is directly re- 
sponsible, but it “happened” that Mr. 

inan made some remarks to his fellow pub- 
lishers about what he had bought, and those 
remarks infl ed more purch Of 
course the ad in Printers’ Ink is indirect] 
to be credited with all those orders, but it 
was the “chance”? remarks that made the 
adverti so lly productive in 
this instance. 

An incident that “happened ”’ to me will 
illustrate the case further. Through one of 
my ads in Printers’ Ink I got an order 
amounting to $1 from Messrs. Chave & Jack- 
son, of Hereford, England. That was direct. 
It “ happened” that this firm was about to 
make a remittance to the American Drug- 

ist, of New York, for subscription, so they 
included my small bill in the money order 
sent to the Druggist, and notified me to that 
effect. In due season I wrote to the Druggist 
and req d the publi to mail me the 
dollar. That gentleman did so, and, notic- 
ing from my letter-head the nature of my 
business, invited me to write an article on 
advertising for his publication. This I did, 
receiving a fair sized check for the work. 
From that article, which indirectly adver- 
tised me (although I had no such intentions 
when it was written), I have received orders 
amounting to probably $35, perhaps more, 
for it is impossible to trace a 

And all these things occurred simply from 
the fact that the Hereford firm “‘ happened” 
to be meking a remittance to somebody else 
in America. Thus, by way of England, I 
became acquainted with a publisher living a 
mile or two away—just across East River. 
And Printers’ Ink was primarily the cause 
of it all. 

Still another case: I have recently been 
corresponding with the proprietor of the 
Clipper, published at Canon City, Colo., and 
he mailed me several copies of his paper. 
Prominently displayed in the columns of this 
paper is the following mysterious message : 


R:1I-P-A-N-S 


| ONE GIVES RELIEF. 























These papers “‘chanced’’ to lie on a table 
at my home the other day when a lady 
called. She picked up a copy, and her eyes 
“ happened ”’ to fall on the Ripans ad. Sai 
the lady: 
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“I wonder what these ‘ Ripans’ things 
are, anyway ?”” 

Of course I told her all about them, be- 
cause, as luck would have it, 1 knew. It 
“happened” (all chance, you see) that her 
husband was a dyspepsic, and the result was 
- she bought some of the famous Tab- 
ules. 

Here was a case of an ad in a Colorado 
paper selling medicine in Brooklyn. 

t is this element of chance that makes it 
seem ridiculous to try and keep accurate 
“tab” on results. 

The “ cumulative ”’ effect of general adver- 
tising is what pays. 


ee 
ATTRACTING TRADE. 

The following is the manner adopted by 
one firm of d oods merchants as the cor- 
rect way of talking to their customers through 
the medium of the daily papers: 

READ OUR ADVERTISEMENT. 
Every Item is Precisely as Stated. 
NO BOGUS QUANTITIES. 
No Inflated Prices. 

Never see under our name “ Worth soc. for 
25c.,”” but you will always find our goods 
better and cheaper than advertise- 
ments that tell of great reductions 
and values cut in two. 

There is a clear, concise, straightforward, 
business-like way of putting the matter. It 
has the ring of truth and sincerity about it 
that would carry conviction to the mind of 
the sensible, ey reader, where the 
other bombastic, idiotic, hysterical style 
would bring disgust and plainly say, “ take 
no stock in that ad.” 

Here is one firm who has “ seen ”’ the other 
fellow, but instead of trying to “ go him one 
better ’’ on his own lines, plainly tells him he 
is only working a bluff, oa that it is so trans- 
parent he is making a fool of himself. 

Of all ridiculous ideas that ever emanated 
from the imagination of man, that of adver- 
tising huge quantities of goods in order to 
— an impression is about the most ridicu- 
ous. 

Here is a one-horse store advertising dress 
goods, for example. The list figures up into 
the thousands of pieces, one item alone read- 
ing 500 pieces of all-woo! serges, worth soc. 
for 25c. per yard, when the most careless ob- 
server would salely guess that 50 pieces of 
that one line would load the store up for an 
entire season. 

That single statement, therefore, stamps 
the entire ad as bogus, and if the intelligent 
reader pursues the subject any further, she 
argues that if the quantities advertised are so 
clearly open to question, the prices quoted 
are just as likely to be; therefore there is no 
reliance to be pinsed upon what that firm ad- 
vertises. 

The next thought is: If the advertisements 
are so unreliable, is it safe to trade at that 
store? 

Their verbal statements and the goods 
they offer are most likely to be like their ads 

tarred with the same brush.—Z.zchange. 


—_——+or—_——— 
THE NEWSPAPER THE BEST MEDIUM. 
It is significant that ircul 





hotel s 
and “ booklets” are not as numerous as they 
were. Proprietors and managers have about 
reached the conclusion that they are a waste 
of money, and that, after all, advertising b 
means of the press is most advantageous an 
profitable, and, from every int of view, 
cheapest in the end.—Hotel Mai. 
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PLAIN LYING. 


There are some quite bl 
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EACH HIS OWN NEWS AGENT, 
Post -General Wilson has made a de- 





where telling the plain truth in ads has 
brought very gratifying results, and 1 know 
of some where plain lying seems to answer 
every eo I have a letter from a gentle- 
man in Baltimore asking me to say some- 
thing about giving goods a fictitious value 
and then advertising a reduction of 25 or 45 
or any other per cent from this fictitious 
value as a real reduction, when, in fact, the 
goods are offered at their fair selling price. 

Several storekeepers of wide fame—Wana- 
maker, for instance—say in their ads some- 
thing like this: ‘Silks, the 75 cent kind, 49 
cents.’”’ There can be no objection to this 
sort of advertising, for it is quite probable 
that there are stores which ask 75 cents for 
just such silks, but when a man says in his 
ad that he undersells every one in town, and 
his rivals advertise the same goods at the 
same prices, he is lying, and many times is 
perfectly aware of the fact, but the public 
does not always think so, and he gets his 
share of the trade, and more of it than he 
would if he did not advertise at all. 

A week ago I was in Chicago, and noticed 
along State street that all the big stores 
were trying their best to outlie each other 
about the prices on their goods, and the ads 
in the daities were examples of mendacity 
that were something to be proud of. My 
judgment is not the matter in question, for 
when half a dozen whole page ads, each for 
a different store and pot 4 claiming to set 
forth the merits of unheard-of bargains, 
which were, in fact, offered at almost identi- 
cal prices in all the others, some one most 
surely goes beyond the limits of the truth. 

I think the truth is that the big stores 
have, in their efforts to attract attention to 
their ads, gone into the circus poster style 
to such an extent that a plain statement of 
facts has become too tame and commonplace 
to meet the views of many of them. 

I believe that these people could draw 
just as large crowds by telling just what 
they have and the prices as they do now by 
claiming that the goods they offer for 49 
cents will cost 99 in other stores, for no one 
believes that one of the big stores has a 
monopoly of bargains through every depart- 
ment. 

Marshall Field & Co. do not indulge in 
this grandiloquent style of advertising, but 
are very moderate in their claims, and when 
I was in Chicago I went there and bought 
things simpl ause that firm does not 
publish ads chat are beyond belief. 

Carson, Pirie, Scott & Co., another 
firm, are moderate in their claims, and yet 
they get avery large trade, and there are 
others who follow the same plan. 

As a rule I have found that the genuine 
bargains are to be found in the stores that 
make reasonable claims for their goods 
rather than where plain lying is resorted to. 

This is just as true of boot and shoe 
dealers and clothiers as it is of department 
stores. No one expects to find all the won- 
ders in the tent that are advertised on the 
billboards of a circus, and he who hunts for 
unapproachable bargains in a store that uses 
circus poster methods usually pays the full 
price for what he buys. MILLER Purvis. 

-o — 
Ir you’re a man 
And think you can 
A paying business run, 
If you are wise, 
You'll advertise, 
And then the thing is done. 


reat 


cision that is of great importance to publish- 
ers who desire to distribute their wares from 
the office of publication. 

he decision was made on the appeal of 
the Butterick Company, of New York and 
Brooklyn, from a decision of the postmaster 
at Chicago, who denied the right of the com- 
pany to use the mails to send out its publica- 
tions from Chicago as second-class matter 
on the ground that the law did not permit 
publishers having branches in other eities to 
act as their own news agents there. The 
Butterick Company has been in the habit of 
sending its publications from New York to 
Chicago by freight and distributing it from 
that city among its Western agents. 

General Craige, third assistant postmaster- 
general, approved the decision of the post- 
master at Chicago, holding that, in the ab- 
sence of any authority under the State con- 
stitution, the post-office authorities could not 
distribute these publications as second-class 
matter. 

The Butterick Company appealed to Post- 
master-General Wilson, and S and Assistant 
District Attorney Thomas heard the argu- 
ment. 

Mr. Wilson, after having carefully con- 
sidered the matter, decided to revoke the de- 
cision of his two subordinates. He held that 
Butterick’s and other similar companies 
could act as their own news agents and that 
the post-office department would have to 
handle chal? matter published in other cities 
as second-class mail matter.— Fourth Estate. 

+e 
M. CHERET AND HIS POSTERS. 


M. Cheret, the great French poster artist, 
whose work was among the most effective 
at the recent exhibition at the Royal Aquari- 
um, tells 7o-Day that he regards the color- 
ing of an advertisement as all-important. 
me Becscnally I work almost entirely with 
red, blue and 
can be achieved with these three tints. Of 
course, I often superpose one upon the other. 
People who look upon my advertisements 
find it impossible to believe that they are 
produced with the primary colors, and yet I 
rarely, if ever, make use of composite tints.” 
M. Cheret does not consider black-and-white 
drawings good for advertising purposes. 
This is an ideal poster, according to M. 
Cheret: It ‘‘ should be as simple as possible, 
and I consider the introduction of at least 
one figure, and, need I hardly say, that of a 
lady for choice, is indispensable ; whenever 
it is possible this figure should be life-size. 
My own posters are never smaller than 60 
centimetres (2 feet) by 86 (nearly 3 feet), and 
my favorite size is 250 by go; the figure 
should, of course, be elegant and brightly 
dressed in some mpg | costume not likely 
to go out of fashion as long as the poster is 
to be in use. I always make a point of de- 
signing the lettering a the actual advertise- 
ment. do not believe in black-and-white 
letters, but have no objection to their being 
very dark blue, red or violet; this produces 
the effect of black without giving a jarrin 
note.”” M. Cheret reproduces his own wool 
on the stone. He considers 1,000 a fair num- 

r of posters for a first order. He expects 
his clients to leave him absolute freedom in 
the choice and nature of the design. 

+o 
THERE’s no surprise 
At the quick derise 
Of the man who never would advertise. 


yellow ; it is ap ey all that 
t 
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YE SUMMER SONGE, 


“My lorde, awake, come ope yr eyes, 
‘Swepe off yr perche and advertyse! 
Ye ancient style no longer goes, 

’Tis printers’ inks maste heal yr woes. 
He is toe slowe who slepes away 
Thro’ alle ye lazie summer daye 

To wait for autumn’s skyes to loom 
Before he shalle his business boome. 
My lorde, awake, come ope yr eyes, 
Thro’ alle ye summer advertyse ! 


———_ (9 
INFORMATION FOR 1HE CURIOUS. 
The man who sent $5 last week in answer 

to an advertisement promising to tell how to 
make $1 go as far as $5 got his answer yes- 
terday. !t was a small card, on which was 
neatly printed, ‘ Mail both to San Fran- 
cisco.” — Somerville Journal. 


ea ome 
GOOD USE FOR AFTERTHOUGHTS. 


After a failure to make a sale a clerk may 
think when too late of something he might 
have said to advantage. It is never too late 
to use such afterthoughts in the advertising 
columns of the best daily papers, where one 
is able to speak to thousands in the same min- 
ute.—/nk Fiend. 


GOOD! 
The liver of a watch is the hairspring, and, 
like the human organ, it sometimes gets 





kinks in it. It does all sorts of funny things, 
without any excuse or reason denvede 
It takes a doctor to find out the cause. We’re 
watch doctors, and make it our business to | 
straighten out all the little troubles and get | 
the sick watch on its regular diet of time 
apie —4- E. Hahn, Westerly, R. 1., in 
the Jewelers’ Weekly. 
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Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra for specified portico if granted. 
Must be handed in one week in advance, 


THE WAVE, "2 Free. SL 


ic t 
ciety weekly. E. KAT: 
186-187 - 
York, 


World bide, Now f 3, 00 0 weeny 


N. Y., sole agent. 














R:I-P-A-N’S 
The modern stand- 
ard Family Medi- 
Cures the 


common every-day 


cine: 


ills of humanity. 


ONE GIVES RELIEF. 
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of the Empire State. 














is the standard by which 








Since 1888, THE Press has grown in strength and im- 
It is still growing and will keep on growing. 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper 
With progressive advertisers, 


The New York Press 





“Tue Press, the most 

widely circulated Republi- 

can newspaper.”—W. FY. 
Evening Post, Aug. 2, 1888. 
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THE National 
* Tribune. 


FOR NEARLY FOURTEEN YEARS 
THIS PAPER HAS BEEN A REGU- 
LAR VISITOR AT OVER 100,000 
HOMES IN THE NORTH EVERY 
WEEK. 

It is the favorite 

Fireside Journal 

of the 

Country Home. 


SAMPLE COPIES FURNISHED ON 
APPLICATION. 

IN MATTERS RELATING TO AD- 
VERTISING FOR ITS COLUMNS, 
ADDRESS 


The National Tribune, 
TReNSTOR, D.C. 
BYRON ANDREWS, 
Manager Branch Office, 


66 PULITZER BuiLoiNG, 
N.Y. CITY. 
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THE ‘‘ PRINTERS’ INK” VASE. 


Every ad-smith iniending to make an effort to 


vase offered for the advertise- 
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’ INK, New York. 
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The Dayton, Ohio, 
Evening Press.. 


Goes regularly into more homes in Dayton 
than any morning and evening 
paper combined. 


















THe PREss. 


Think of It. 


We will pay for all advertising in 
every Dayton, Ohio, daily newspaper 
. run by any firm using the columns “Be 
of THe Press if it can be proven 
that any of said papers have a circu- 
lation exceeding or equaling that of 


























homes of Dayton 


Eastern Representative, 
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Circulation Over 10,000 Daily. 


Send order for your ad at once. It will be read in all the 


LOUIS V. URMY, 
Times Building, N. Y. City. 
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PAPERS THAT PLEASE, PAY. 


Silver vs. Gold. 


How many times have you gotten mad over the Silver Question in the 
past week ? 

Silver will be discussed hot and heavy all summer. The agricultural 
communities haven’t been so aroused since the war. The farmers are 
debating the question pro and con till they can’t sleep. Many of the 
most intelligent farmers in the country have written 


| - FARM NEWS - - 








on one side or the other of this question, and they’re keeping it up—they’re 
buying extra copies to send to their friends whom they want to convert, 
and they’re sending in subscriptions by the hundred. We are in a posi- 
tion to give better returns than ever. Comein with us. Let us send you 
an estimate. 


FARM NEWS, 


THE HOSTERMAN PUBLISHING CO., Publishers, 
SPRINGFIELD, OHIO. 
Forms close on the 20th of each month. 
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A Few Advertisers 
...Who Use... 


SATURDAY TELEGRAM 


MANCHESTER, N. H. 


Quaker Oats, Beecham's Pills, 

Sapolio, Winslow's Soothing Syrup, 
None-Such Mince Meat, Cuticura, 

Cleveland Baking Powder Co., Johnson's Anodyne Liniment, 
Hood's Pills, Buker Pill Co., 

Cornish & Co., New England Piano Co., 
Dr. Kilmer’s Swamp Root Bitters, Paines’ Celery Compound, 
Hood’s Sarsaparilla, No-to-bac, etc. 


Pretty Good Company For You To Be In. 
I would be pleased to make you rates. 


C. E. ELLIS, Advertising Manager, 617-518 Temple Court, New York. 
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RH H AIK 
..THE CIRCULATION OF... 


we ROCKY 
MOUNTAIN 
NEWS 


For 1894 averaged 


23,056 Copies Daily 


and the publishers of 
THE AMERICAN NEWSPAPER 
DIRECTORY 


will guarantee this circulation to be 


The Largest 
in Colorado. 


£ 
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THE ROCKY MOUNTAIN NEWS, 


DENVER, COLORADO. 
or HENRY BRIGHT, 

43 AND 44 TRIBUNE BLDG., 

NEW YORK. 
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advertising 
booklets, novelties, catalogs. Te! 
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DEPARTMENT OF CRITICISM. 
By Charles Austin ‘Bates. 


Advertisers ev here are invited to send matter Sn eee to pound problems 
and to offer sstions for the betterment of this d ‘inything pe fy — Tg 
criticised free! uy. fr hy £ = fairly. 
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The Stearns Bicycle 


fe always tm the lead; look where you will—on 
road or track, up bill or down, on city pavement 








I am reproducing this advertisement 
of the Stearns Bicycle principally be- 
cause of the very striking and attract- 
ive border. It is one of the best things 
of the kind that has appeared this year. 
It is being used in the magazines and 
stops the casual reader by its boldness 
and simplicity. I suppose that the first 
thought that comes to every advertiser 
or advertisement constructor who sees 
it is the wish that he might have 
thought of it himself. 


* & 
* 








Turn it 

Upside Down 
Drink it afl 
There are no dregs 
‘Theseccess of overone bandied 
Tera eetagu enbeseste 


Evans’ 
India Pale Ale 








The bottle upside down, which has 
been used for some little time in ad- 
vertising Evans’ ale, strikes me as a 
particularly good thing. The unusual 
position of the bottle is almost sure to 
attract attention, and the very strong 
point which it illustrates will appeal to 
all drinkers of ale. I don’t believe 
anybody likes to leave half an inch of 
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ale in the bottom of a bottle, and cer- 
tainly nobody likes to drink that half 
inch full of sediment. Turning the 
bottle upside down over the glass is a 
good, comfortable thingto do. I sup- 
pose there is no way of telling whether 
this advertisement has really been ef- 
fective or not, but theory is in favor 
of it. 
* 

The other day one ot the brightest 
advertising men in try said to 
me that he believd nine-tegtths of the 
advertising in the magazines did not 
pay. Not because of any fault in the 
magazines, but because of the way the 
advertisements were prepared. 

I wonder how near he is right. I 
wonder how many of those who ad- 
vertise in the magazines know whether 
or not that advertising pays. Inmany 
cases, of course, it is next to impossible 
to trace results. It certainly seems 
that a great deal of valuable space is 
wasted. Pethaps not entirely wasted, 
but used so poorly that the returns 
cannot be large enough to make it 
really profitable. 

It is astonishing how many mistakes 
it is possible to make in advertising. 
It is still more astonishing how many 
mistakes are made that could be 
avoided by the application of the com- 
monest kind of common sense. A 
great many business men seem to have 
one mind with which to think about 
business in general, and another with 
which to think of advertising. When 
they commence their advertising 
thoughts they carefully wrap up their 
common sense and put it away. They 
have been taught that advertising is a 
mystery, that nobody knows anything 
about it, and that even at the best they 
will have to take long chances on it. 

Now, I believe that advertising is 
just as certain as any other business 
transaction. A man can make mis- 
takes in buying advertising space, and 
in handling it, just as he canin buying 
calico and handling that. ‘There is 
risk in every business transaction. 
Men can fail in any business under 
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the sun. There is no business that 
bad management will not render un- 
profitable. When one remembers that 
85 per cent of all the men who enter 
business make a failure of it, it is not 
strange that there should be a great 
many failures made in advertising. A 
man may give all of his time to the 
management of his business and still 
make mistakes, The same man will 
try to manage his advertising during 
the fragments of time that he picks up 
now and then, and if his advertising 
doesn’t pay, it never occurs to him to 
think that the failure was because of 
mismanagement. He thinks it is a 
very queer state of affairs if he doesn’t 
know how to advertise his own busi- 
ness. But he doesn’t, just the same. 
He couldn’t be expected to know any 
more than he could be expected to 
write hisfOwm®pre-riptions when he 
is sick, orto Wttild his own house, or 
to run the engine that he rides behind 
in traveling. 
* % 
* 

The man who criticises a magazine 
advertisement, without first knowing 
whether or not it brought returns, is 
digging pitfalls for himself. Just the 
same I am going to have my little say 
about this ad of the Imperial Wheel. 





If you have 

a drop of 
cycling blood 
in your 
veins, the 
sight of arf 
Imperial will 
make it tingle. 


To satisfy you in looks, lightness, speed, dur- ‘} 


Nothing else will answer. Our catalogue explains 
? the special advantages that make this true. Send for it. 


‘» Ames & Frost Company, 
Y Dtacthewt: St. ant Churry Ave CHICAGO. 








I don’t suppose it is any worse than 
the general run of bicycle advertise- 
ments. In fact, I should say that it 
was rather better than the average. It 


at least has the advantage of a very 
attractive display. It seems to me 
that the trouble with a great deal of 
bicycle advertising is that it is ad- 
dressed to the bicycle rider instead of 
to the person who is to be induced to 
become a bicycle rider. Of course, 
riders are continually buying new 
wheels, but I should judge that the 
principal sales were made to people 
who had never ridden before. If that 
is true, the ads should be addressed to 
that kind of people, and should talk 
about the pleasure and healthfulness 
of cycling. In this connection I re- 
member a recent ad of the Pope Mfg. 
Co., which starts out with the state- 
ment: ‘All out-doors is yours.” 
Now that isa statement that appeals 
to almost everybody, especially when 
it is published at the time when every- 
body feels the impulse and the desire 
to get out-doors as much as possible. 
In the spring, a man generally feels 
that his capacity for out-doors will 
embrace about all there is of it. 

This Imperial ad says: ‘‘ | 0 satisfy 
you in looks, lightness, speed, dura- 
bility, your bicycle must be an Impe- 
rial wheel. Nothing else will answer. 
Our catalogue explains the special ad- 
vantages that make this true.’’ 

Now, the first thought that popped 
into my head when I read that was 
that there are a dozen other good 
wheels, any one of which would suit 
nine hundred and ninety-nine people 
out of a thousand. I presume that the 
difference between various makes of 
high-grade wheels is really very slight. 
Just why the Imperial folk leave their 
catalogue to explain special advantages 
I cannot understand. I do not see 
why these special advantages should 
not have been told about right in the 
ad. A page advertisement is going to 
be seen anyway, so there is no:need of 
cutting the matter down at the cost of 
the selling qualities. There is plenty 
of room in this advertisement to tell in 
detail a great deal about the wheel. If 
the upper half of the ad were left just 
as it is, and the lower half filled with 
solid brevier or long primer, it would 
have been fully, if not quite, as at- 
tractive, and I am reasonably sure 
would have been more effective. 

As a rule, | don’t believe in adver- 
tising a book or catalogue and depend- 
ing entirely on that to make the sales. 
I believe in trying to make the ad 
make the sale, or at least start the 
sale. I believe in putting the argu- 
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ment right into the ad itself. I be- 
lieve in covering the whole ground in 
the ad if it is possible, and, in addition 
to this, saying: ‘‘ Send for catalogue.’’ 
No matter if the people don’t get any- 
thing new out of the catalogue. You 
have reached them twice and you have 
their names, so that you can reach 
them as many times as you like. To 
illustrate my idea of how a book or 
catalogue should be advertised, I sub- 
mit this series of four one-inch adver- 









Butter made with the help of 
a — Creamery will oe, Sg 
ter flavored, cle: 
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with any other. 


Our ‘ 
How to Make It,” tells how a 
pn hades »w and why. Book = 





High-P riced a ee to make. 

TT ¢ is always a market for 

BU ER the best and at a guod, stiff 

price. It's easy to make fancy 

grades of butter if you have the proper appliances 

and the “know-how.” Our illustrated booklet 

“GOOD BUTTER AND HOW TO MAKE IT” 

will tell you all about the best creamery tools in 

the world IT'S FREE. Agents wanted. 

Crystal Creamery Co., Lansing, Mich. 
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DODODODOOQOOSe OO 
A Butter Book |). booklet “Good Butter 
FREE ond How to Make it,” tells 
all about the only glass can 
creamery in the world— 
i Tne Crystar Creavery. With it you cap make a 
fancy grade of butter easier than you can make a 
common grade with a commoh Creamery. It makes 
more butter from less milk than any other. The 
ook ‘tells just how and why. Every butter maker 
onght to have it. Agents wanted 
Crystal Creamery Co., Lansing, Mich. 


























published. It gives some val- 
uable points on butter making, 
and also tells all about The Crys amery. 
This is the only glass can creamery. It will make 
more and better butter from less milk than any 
other creamery. The book is free. Agt's wanted 

Crystal Creamery Co., Lansing, Mich. 8 
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tisements, which.I happen to know 
brought a very strong and satisfactory 
demand for the book. In this case 
the book was meant to do the selling. 
Nobody would buy a creamery without 
first seeing the book. The first ad of 
the series is the only one that is given 
up wholly to advertising the book. 
The others all advertise the creamery 
itself. 
* 

Apropos of magazine advertising, 

about a year ago i tried an experi- 


ment. I had letters written to all the 
magazine advertisers who advertised 
circular, booklet or catalogue. I think 
without exception they all responded 
and sent their printed matter to the 
address given. Some of them wrote 
courteous letters in doing this, and 
some merely sent the matter under 
one-cent postage. Out of perhaps 
fifty | think there were three or four 
who followed the matter up in any 
way, and those three or four did it 
only in a half-hearted fashion, and 
without any system or persistency. 
Presumably they had received an in- 
quiry from some one who was inter- 
ested in their goods—some one who, 
with proper attention, might. be ex- 
pected to develop into a buyer, and 
yet the work was dropped when it 
should have really begun. 

The advertisement in the magazine 
does all that can be expected of it 
when it puts the advertiser into com- 
munication with the reader. When 
the ad elicits a reply it has done all 
that it can do in making a direct sale. 
To be sure, when the goods advertised 
are on sale generaily it is hard to tell 
anything about the profitability of one 
particular ad, but most of the people 
who advertise catalogues and circulars 
expect to make more or less direct 
sales. A letter in reply to an adver- 
tisement asking for printed matter is 
property—valuable or not, according 
to the way it is handled. Every con- 
cern which advertises in this way 
should have a perfect system of printed 
matter and letters with which to follow 
up inquiries. Nine out of every ten 
now do nothing but send out the first 
catalogue or booklet, file the letter 
and figuratively fold their hands. Is 
it any wonder that the advertising 
doesn’t pay? A system of this kind 
is easily managed once it is started. 
An office boy at four or five dollars a 
week can atiend to it easily and 


properly. a 
* 


RETAIL ADVERTISING. 


Mr. Charles Austin Bates : 

Dear Sir—I have always derived a great 
deal of good from your writings, and the 
more I learn of ** Advertising as she should 
be wrote,”’ the more I am able to appreciate 
the advice you give. 

The other day I was walking up Boylston 
st., glancing in the windows as I 
along. The display of Messrs. Blanchard, 
King & Co., men’s furnishers, caught my 
eye, and walking up to the windows, I saw 
among the shirts, collars, ties, etc., a solitary 
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circular that was printed in a manner that 
aroused my curiosity. I read and was sur- 
prised to see the somewhat original style 
used. I have a habit of collecting all adver- 
tising matter that is in any way novel or in- 
ing, an d the store and ask 

the clerk for a circular. He gave me an 
envelope full of printed matter, all of which 
I thought enough to possess an interest 
for you. I have sent the different circulars 
to you under cover. 

inclose two ads of Hotel Bellevue. “A” 
is the card that has been running in the 
Gasette for some time. The contract re- 
cently expired and I called on Mr. Smith 
with a view to secure a renewal. I su ted 
a change in his ad, and he allowed me to 
follow my own ideas as to the subject as well 
as I could in a space of one inch. He liked 
it—* B.” What do you think of it? 

The additional space devoted to you in 
Printers’ Inx this week was a pleasant sur- 
prise to me. I think in this new form you 
will accomplish more than ever. Hoping 
that you will see good results from this new 
departure and thanking you for the great 
help > have been to me, I am, yours re- 
spectfully, Henry Kuuns, 

Boston Evening Gazette. 


I reproduce the two advertisements 
mentioned because the improvement 
is really very great. You don’t realize 
how much better the second ad is than 
the first until you have studied it a 
little bit. 





A. 


HOTEL BELLEVUE, 
EUROPEAN PLAN, 
17 to 23 Beacon street. 


Rooms and Suites for the winter season at 
special rates. 

A number of new bath rooms added to 
suites during the past summer. 

Transient guests accommodated at all 
times. 

Cafe and service equal to the best. 

J. W. SMITH, Prop’r. 


HOTEL BELLEVUE 


Is right in the heart of Boston—all 
the railroad stations, steamboat land- 
ings, theaters, clubs, and principal 
points of interest within half a mile 
of it—yet perfectly retired and quiet. 
Rooms and suites for both transient 
and permanent guests. Cafe and 
service unsurpassed. European plan. 
Send for booklet. 


17 to 23 Beacon st. J. W. SMITH, Prop’r. 














The first is the old stereotyped hotel 
ad. The second, while it has nothing 
startling about it, and, perhaps, might 
itself be improved upon, still gives 
some of the information that everybody 
would like to have concerning a hotel. 
The principal defect in both of the 
ads is the fact that neither gives the 
rates of the hotel or in any way indi- 
cates whether it is an expensive place 


or a cheap one. The price generally 
tells more about the hotel than all the 
rest of the ad. If a man is looking 
for a two-dollar-a-day hotel he won’t 
stop at a five-dollar hotel, no matter 
how good it is, and if he expects to 
pay five dollars a day a_ two-dollar 
otel won’t suit him at all. To be 
sure, there are some two-dollar hotels 
that are about as good as some three- 
dollar ones, but, generally speaking, 
the price tells the story. 

The circulars mentioned are not re- 
markable in any way. ‘hey are 
printed on nice paper, in ink of differ- 
ent tints, but 1 donot see anything 
specially attractive about them. The 
Keep Manufacturing Company, which 
hasa store in Boston, as well as in 
New York, circulate matter with a 
similar object, but in a better form. 
The Keep circulars are all printed in 
the form of little booklets, with very 
small pages. The booklet form 
makes them very much more attractive 
than a flat circular can be, and when 
they are placed in packages they are 
less likely to be folded or torn or 
wrinkled. A little book of this kind 
ought to go into every package that 
goes out of a retail store. The idea 
of -utting a circular into the window 
is, perhaps, a good one, but it is even 
better, I think, to use a good-sized 
show card. 


* & 
* 


READY-MADE ADS. 





For a Jeweler—(By Chas. E. Rose). 


FOR 
MONDAY 
ONLY 


a $25.00 watch for 


$14.00 


aoe Tracy & Co. Jewels, 
adjusted, patent regulator, 
double sunk dial, Breguet hair 
spring, a 40z. coin silver screw 

zil case, one day and one 
watch only at this price. 





For Dry Goods. 


FOKEIGN AND 
DOMESTIC 


mean the same with too many dealers. But 
not with us, though. We KNOW what we 
buy, and we tell the exact truth in the sell- 
ing. Whether imported or of home make, 
the goods on our counters are the best to be 
— at the price. You can always rely on 
that. 





ih se mime 











SS 
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For any Business. 


It’s All Talk. 


Much of the > advertising of the time 
is pure sham. You'll save far more money 
in a year by dealing with a reliable house 
that studies your needs than by investing in 
catch-penny markdowns. By the way, we’ve 
been doing some remarkably shrewd buying 
this season, and the goods show it. Ex- 
amine. 


For Dry Goods. 


Well! Wellll 


That will be your natural ex- 
pression of pleased. surprise 
and wonderment at the 
prices we have marked on 
the wool dress goods just 
placed on our counters. It 
really ought not to be done, 
but trade necessity knows 
no law. 








For Any Business. 
Popular 
Approval 


goes far toward establishing the standing of 
a business house in the community, and the 
ood-will and favor we have n shown 
indicate that those who have dealt with us 
have been eminently satisfied with their 
transactions. 





For Shoes. 


FAIR 
EXCHANGE 


Is not robbery. We do not claim 
to give you gold dollars for a 
penny, but we do have the 
SHOES that please you and 
guarantee to give you too cents’ 
worth for every dollar expended 
with us. 





For Shoes. 


VERY LITTLE! 


I know a little Shoe man, 
And he has a little store ; 

He makes a little money, 
But he wants a little more. 


He has little shoes and big ones, 
For great men and little boys, 

Also little girls and women ; 
And he makes but little noise. 


Though his trade’s a little better 
Than a little while ago, 

For which he's very thankful, 
As it’s been a little slow. 


He only asks a little 
Of your trade, if you see fit ; 
If you buy of him a little while 
‘ou’ll miss it not a bit. 


For a Jeweler—(By J. W. Musselman). 
OF COURSE 
YOU SCOLD 
when your dinner is 


late. Any man does. But did 
you know that old kitchen clock 
of yours won't regulate household 
duties any longer? Be a man 
once. Get a clock that will keep 
correct time. We can sell you a 
fair one at $1.25, and a good one 
(guaranteed) at $4.50. 





For Any Business. 
AIMING HIGH 


is not always the right way toaim. Shoot- 
ing to hit the mark is better. We are study- 
ing continually how to hit the popular idea 
of quality, assortment and price, and it is 
this thoughtful care that enables us to 
MAKE A BULL’S-EYE EVERY TIME. 





For Flour—(By J. W. Musselman). 


KOLLING | 
OFF A LOG 


is no easier trick than 
making good bread from Hun- 
ter’s Cream High Patent Flour. 
Most of the good cooks use it, 
because it makes the lightest, 
sweetest and most wholesome 
bread. Buy it, try it. For sale 
everywhere. 





For Furniture. 


It Necessarily Follows 


that long experience in buying and 
judging the value of furniture en- 
ables us to meet your wants wisely 
and well. We've mastered our 
business. So experience and care 
have brought us a stock this 
season that will more than please 
you. Come and see. 





For a Hatter and Furnisher. 
R-Y-E S-T-R-A-W 
WE'VE just about 
A Car-Load of Straw Hats 


in the new shai If you ever indulge 
in such luxuries, have a look at them. 
We can fit big heads and little heads, 
but we make a specialty of Lonc Heaps. 
It’s about time, too, to change your 
Unperwear. Our underwear man has 
sent us some this season pretty enough 
to wear outside: Silk, Lisle, French Bon 
Bon, Balbriggan, medium and light 
weight wool in all colors and shapes. 
‘e’ve Novel-ties in Neckwear, White 
Vests, Negligee Shirts, Gloves, Hand- 
kerchiefs, Canes, Umbrellas, etc. 
In fact everything that a GENTEEL DressER 
ought to wear, from the crown of his head 
to the sole of his foot. 


GILKESON & CHILD. 
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3) Letters 


IN ONE MAIL. 


On Monday, May 27th,I received in my morning mail 
thirty-five (35) letters, which contained twenty-eight (28) 
orders and seven (7) testimonials, and not one complaint. 
They came from 


California, New York, 
Connecticut, North Carolina, 
Georgia, Ohio, 

Illinois, Oregon, 
Indiana, Pennsylvania, 
Iowa, Texas, 
Kentucky, Virginia, 
Maryland, Washington, 
Massachusetts, Wisconsin, 
Michigan, Nova Scotia. 


Is not this a grand showing, bearing in mind that I 
have no agents, and every order must be accompanied by 
cash, otherwise the goods are not shipped ? 

Send for my beautiful price list. Address 


PRINTERS INK JONSON, 


8 SPRUCE ST., NEW YORK. 
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PRINTING INKS. 





I Have Captured... 
-—— the Small Towns. 








I had acall from an INK salesman the other 
day who wanted to go to work for me. 


He said that in the small towns I “had 
captured everything,” but that in the larger 
places the salesmen were regaining the trade 
in some cases by meeting my prices without 
requiring the money in advance. 

He found no one who had any fault to find 
with the quality of my inks. 

I could not engage this man, for I need 
no salesman. My Price List in five colors 
and the commendations of my customers do 
me better service at less cost. 


Send for my Price List. 


ADDRESS 


P. I. JONSON, 
8 Spruce Street, N, Y, 
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The 
Inter=-mountain 
Pride. 


Salt Lake 
Tribune 


The 
Best 
Paper 


With the Largest Circulation 


--» BETWEEN... 


DENVER ano SAN FRANCISCO. 


IT IS NOT ONLY READ BY ALL MORMONS BUT BY 
EVERYBODY ELSE AS WELL. 


Ss. C. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 
3 The Rookery, Chicago. Tribune Building, New York. 
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Designed by F. H. Ambruster, Denver, Colo. 
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Do 
Business 
Where 
Business 
Can 

Be 
Done— 
The 
WEST— 
To 
Reach 

It 


»| BEST— 


The 

















BUSIMESS 
Is Good. 


Advertisers are spending money. 

A great deal of it is coming our way. 

They are also making money. 

Much of it passes our way. Thatis, 
it is started on its way to the advertiser 
through the columns of the 


Cc. N. U. 


We print fifty-five million copies in a 
year, of 1400 of the best country weeklies 
in America. 

Moneyed folks read these papers— 
folks who spend their money as they 
make it, generously. 

The C. N. U. thoroughly covers the 
Middle West. 

A good district, where the people are 
good, and where business is good. 

A good field for you. 

Shall we estimate on it? 


Chicago Newspaper Union, 
93 S. Jefferson Street, 
CHICAGO. 


NEW YORK: 10 Spruce Street. 
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) 
THE 
EVENING 


STAR 


has a 
Larger Circulation 
in the Homes 
of 
Washington 
than 
all the Other Papers 
of the City 
Added Together, 
because it 
Stands up Always 
for the 
Interests 
of the 
People of 
Washington ; 
Contains 
the 
Latest 
and 
Fullest Local 
and 
General News 





and 
Surpasses 
all the 
Other Papers 
in the 
City 
in the 
Variety and Excellence 
of its 
Literary Features. 


® 
It 
Literally 
Goes Everywhere, 
and is 
Read 
by 
Everybody. 
It is, 
therefore, 
as a 
Local 
Advertising Medium, 
without a 
Peer, 
Whether 
Cost 


or 
Measure of Publicity 
be 
Considered. 
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We've Got It 
Down Toa 
| Science 


—the knowledge of what papers 
pay best. We've spent nearly 
thirty years studying the subject. 

This knowledge and our splen- 
did facilities in other lines make 
advertising profitable to our 














clients. 
Are you one of ’em? 
If not, call, write or phone us. . 


Lord & Thomas, 


i: ¢ . Newspaper and 
Mi Magazine Advertising, 
45-47-49 Randolph St., 
CHICAGO. 














PRINTERS’ INK. 


Has one of the 

Finest Trolley Systems 
in the United States. 
There are over 

500 Full-Time Cars 
and the 


ADVERTISING 


IS CONTROLLED BY 


Carleton & Kissam 


THE SAME UNAPPROACHABLE SYSTEM 


OBTAINS HERE AS ELSEWHERE. 





For Rates ADDRESS 


CARLETON & KISSAM, 


Perin Bldg., 5th and Race Sts., CINCINNATI, O. 


oe OF eee 


BOSTON, NEW YORK, CHICAGO. 


























PRINTERS’ INK. 47 


NZ, 


ONO NOG—SNIOGS— GS— [OE 


—- 


Wy 1) 


NV’ 
( 
| 


_—_ 


mec 


We Control Exclusively 
the Advertising in All Cars in 


( BOSTON 


ON THE FOLLOWING LINES: 


DMA UA ONL 


s Washington Avenue, Chelsea, 
Broadway, Chelsea, 
Revere and Chelsea, 

Everett Square and Chelsea Ferry, 
Lynn to Scollay Square, 


ynyony 


CCUedeccdyecedtucadnecatnecctnecctnecetneccdvacannectnec 


= Chelsea Square to Melrose Highlands, 

— Malden to Revere, 

=| Melrose Highlands. 

— Also 

=| Boston, Revere Beach and Lynn 

— Steam Road. 

=| aon = 
| . RATES... —— 
=| Forty cents per month on annual contracts, => 
— 11 X 21-inch card. — 


Al Positively the Best Service _ 


zl in Boston. 
=> CARLETON & KISSAM = 
50 Bromfield St., Boston. j= 

















PRINTERS’ INK. 














IS ALLPOWERFUL. 


Many publishers are said to have fixed rates 
for advertising space. They are supposed to be 
Sphinx-like and immovable. It is the general 
opinion that there is no going below their iron- 
bound limits. 

Some agents have tried and failed, and tried still again 
and failed. 

We have time after time, however, broken below the 
limit. We have accomplished it by paying the all-powerful 
cash for space. 

Publishers should not be blamed for showing us favors. 
Our ready money is better than waiting 30, 60, 90 days. 

Low rates to us mean low rates to our clients. 

We are ready right now to make the Sphinx smile for 
somebody else. A letter addressed to us at 10 Spruce St., 
New York, will receive careful attention. 


THE GEO. P. ROWELL ADVERTISING CO. 

















